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SPECIAL DEMAND—Curtiss Candy Co., Chicago, has obtained rabbinical certificates 
for its Baby Ruth and Butterfinger bars to offer Orthodox Jewish people a Kosher 
candy. Point of sale like this will be used, and promotion also includes ads in 
Jewish newspapers, a Jewish radio show for children, “Curtiss Kosher Candy Quiz,” 
and direct mail to rabbis, Jewish educators and Jewish children’s camps. Joseph 
Jacobs Advertising & Merchandising, New York, is handling the special promotion 


for Curtiss. 


Agency-Client 
Problems Raised 
by Murrow’s Blast 


New York, March 11—How is 
an advertiser affected when a 
commentator he sponsors takes a 
strong stand on a highly contro- 
versial issue? 

Aluminum Co. of America, 
which like everybody else sees the 
Alcoa-sponsored “See It Now” 
show for the first time when it 
goes on the air on CBS-TY, is in 
the process of finding out. 

This week Edward R. Murrow, 
co-producer as well as star of the 
weekly news program, put himself, 
his sponsor and his network 
squarely in the middle of one of 
the country’s hottest disputes—the 
Sen. Joseph R. McCarthy issue. 


sMr. Murrow devoted the full pro- 
gram to a summation of Mr. Mc- 
Carthy’s career, using the senator’s 
own words on film and tape, to 
highlight his climb to worldwide 
fame. The CBS newsman ended his 
documentation of the senator’s re- 
cent activities with this comment: 

“No one familiar with the histo- 
ry of this country can deny that 
congressional committees are use- 
ful. It is necessary to investigate 


(Continued on Page 81) 


Some Industries Are 
Happy, Others Glum 
Over Tax-Slash Vote 


WASHINGTON, March 11—With 
the House voting overwhelming- 
ly to slash a variety of federal ex- 
cise taxes, several industry groups 
felt confident today that their 
members will soon be able to tell 
the public about new, lower prices. 

The excise tax bill which was 
rammed through the House with 
a minimum of controversy yester- 
day afternoon is particularly im- 
portant to railroads, airlines and 
bus lines because the federal tax 
on tickets drops from 15% to 10% 

The tax on long distance phone 
calls falls from 25% to 10% and 
on local phone service drops from 
15% to 10%. 


= Several depressed consumer 
goods industries will also have a 
story to tell. Furs, jewelry, luggage, 
toilet articles, theater admissions, 
light bulbs and_ photographic 
equipment will be taxed at 10% 
instead of the present 20%. 

Mechanical pens, pencils and 
lighters and sporting goods taxes 
also drop to 10% from the present 
15%. 

Members of the Senate finance 
committee have indicated a gen- 
eral willingness to rush the excise 
tax bill to the White House in a 
minimum of time, lest buyer re- 


(Continued on Page 81) 


Audience Figures and Audit Bureau Data 
Complement Each Other, Politz Tells Reps 


New York, March 11—The ques- | 
tion of whether audience figures 
can be made to jibe with known) 


circulation figures got a workout 
today from a man who’s been 
prominently identified with audi- 
ence research. He found there was 
no conflict. 

Speaking to the New York chap- 
ter of the American Assn. of News- 
paper Representatives, Alfred 
Politz said that the figures are 
complementary, conceding that) 
audience figures do not constitute 
a replacement for ABC figures. 

“If ABC figures were to be dis- | 
continued,” Mr. Politz said, “audi- | 
ence figures can never repair the 
damage or eliminate the resultant 
confusion. I am inclined to con- 


sider the two figures of equal im- 
portance and in no conflict with 
each other.” 


s The relationship, he thinks, is 
| somewhat similar to the relation- 
ship between a person’s height and 
weight. The two “magnitudes are 
neither identical nor do they con- 
flict. But they are related to each 
other. 

“No matter how opposed a medi- 
um might be to audience figures,” 
he observed, “in reality a substitute 
for the audience figure is often 
Sought by the medium.” 
| He cited the frequent use of 
“households” in newspaper promo- 
tion literature, pointing out that 
| (Continued on Page 4) 


U. S. Broadcasters 
Anxious to Try New 
Programming: Hardy 


East LANSING, March 9—An ex- 
ecutive of the National Assn. of 
Radio & Television Broadcasters 
told the ninth annual Michigan 
State College Radio-Television 
Conference last weekend that 


“highly competitive, privately op-|' 
erated radio and television stations | | 


and networks are the surest guar- 


antee that a good [programming] | .3 


idea will have its day.” 

Ralph W. Hardy, v.p. in charge 
of government relations of the as- 
sociation, commented: “When we 


discover new programming tech-|'~ ~~ 


niques that will attract large audi- 
ences and hold their loyalties over 
a sustained period, I can assure 
you that broadcasters will not be 
slow to apply those techniques. It 
makes no difference whether new 
program ideas are discovered on 
the campus, in technical centers, 
in an advertising agency, or in the 
workshops of the _ broadcasters, 
they will find their way quickly 
into the production channels. 


=» “No one in this country is 
forced to listen to any radio pro- 
gram or view any television pro- 
gram,” Mr. Hardy observed. “It is 
completely voluntary. And no 
program long remains on the air 
that drives people away in multi- 
tudes, the critics’ opinions to the 
contrary notwithstanding.” 

Mr. Hardy said the willingness 
of U. S. broadcasters to test new 


‘| program ideas “so as to enjoy a 


competitive advantage” contrasts 
“with the stodgy and sometimes 
sterile screening given by govern- 
ment experts in most other coun- 
tries, where radio and television 
are essentially instruments of the 
state. 

“They substitute their expertise 
and their bias for the freely ex- 
pressed preference of the people.” 


® Turning to the responsibilities 
of the broadcast media, he ob- 
served: “We in the industry rec- 
ognize there is no social unit com- 
parable to the family and to pro- 
ject ideas into that circle calls for 


(Continued on Page 84) 


NLRB Rules Agency Hires Air Talent 
in Decision on Puerto Rican Cases 


Macao es <erole 


Mo ad Ok comerd smkmon mee meer: 


tt fee UNITED STATES sit, 


STEEL AND MACARONI—U. S. Steel Corp. 
is using this four-color ad in the March 
Ladies’ Home Journal in support of a Lent- 
en promotion by the Can Manufacturers 
Institute. Three other companies—Pet Milk, 
Campbell Soup and Reynolds Aluminum— 
are also supporting the drive on their tv 
network shows. The promotion is being sup- 
ported at the local level by 6,700 retailers. 


“Wall Street Wail’... 


‘No Funds,’ Says 
Stouffer on Wall 
Street's Poor PR 


NEw York, March 11—A rebut- 
tal to the charge that Wall St. is 
laying down on its public relations 
and advertising was voiced this 
week by Paul W. Stouffer Jr., v.p., 
Brief Publishing Inc., publisher of 
Brief and publicist for a Wall St. 
investors club. 

Commenting on a recent talk 
made by Henry Gellerman, direc- 
tor of public relations for Bache 
& Co. (AA, March 8), in which he 
charged that Wall St. was not per- 
forming its proper public rela- 

(Continued on Page 8) 


Last Minute News Flashes 
Brooke, Smith Gets Gilbey’s Spey Royal Scotch 


New York, March 12—Brooke, Smith, French & Dorrance will han- 


dle advertising on Gilbey’s Spey Royal Scotch whisky for Bacardi Im- 
ports Inc., which took over the product a week ago from National Dis- 
tillers Products Corp. (AA, March 8). Fletcher D, Richards Inc. for- 
merly handled the account. 


Ryerson Promotes Evans to Marketing Director 


CuicaGco, March 12—Keith J. Evans, who has been in charge of mar- 
ket research, sales analyses, sales promotion, advertising and public 
relations for Joseph T. Ryerson & Son, steel sales organization, has been 
given the new title of director of marketing and public relations. Low- 
ell M. Bennett, who has been in charge of sales promotion, has been 
named advertising and sales promotion manager, reporting to Mr. 
Evans. 


MacGovern and John Named Esty V.P.s 


New York, March 12—George MacGovern and William E. John Jr. 
have been elected v.p.s of William Esty Co. Mr. MacGovern is the 
agency’s director of research. He joined Esty last year and previously 
was director of sales development and services for National Broadcast- 
ing Co. Mr. John joined Esty in 1952, has been account executive in 
charge of General Mills products in the agency, and previously was 
with Grant ‘Advertising. 

(Additional News Flashes on Page 85) 


| WASHINGTON, March 11—Brush- 


'ing aside the argument that an ad- 
vertising agency is merely the 
agent of its client, the National La- 
bor Relations Board today ruled 
that an agency that produces radio 
‘and tv programs, and hires and 
pays the talent, must accept re- 


; | sponsibility as the employer of ra- 


‘dio and tv performers. 

| The ruling emerged from the 
‘board’s consideration of four sep- 
arate cases involving relationships 
of advertising agencies, clients, 


’ | broadcast stations and radio and 


tv performers in Puerto Rico. 


a | In two cases, NLRB ruled that 


/performers appear to be employes 
lof the advertising agencies. In a 
third case, involving the purchase 
of a “package” show by the agen- 
cy, the advertising agency was ab- 
solved of responsibility. In the 
fourth case, involving an agency, 
a client and a station, NLRB said 
the record is confusing and that 
further information will be neces- 
sary before a final decision can be 
made as to who the actual employ- 
er is. 


s As a result of the action, elec- 
tions will be held among radio and 
tv talent working on programs 
produced by McCann-Erickson of 
Puerto Rico and the Zerbe-Penn 
(Continued on Page 84) 


Federal Aid Asked 
for Medical Probe 
of Tobacco, Cancer 


WASHINGTON, March 11—The 
government, which has studiously 
avoided research into the medical 
effect of cigaret smoking, was 
asked today by a tobacco research 
advisory committee to consider 
projects involving the development 
of “new and improved analytical 
methods for determining the com- 
ponents of tobacco and tobacco 
smoke.” 

The request was one of several 
lines of research proposed by the 
advisory group at a meeting with 
the Department of Agriculture. 
Other projects dealt largely with 
the economics of tobacco growing 
and marketing. 

Despite the government’s wide- 
spread support of medical research 
in the cancer field, no reports on 
lung cancer have appeared under 
federal sponsorship. The request 
of the advisory group today would 
not necessarily lead to direct gov- 
ernment participation in the in- 
vestigation of lung cancer, but it 
might provide procedures which 
would be used in private research. 

Meanwhile, the Department of 
Agriculture reported that the out- 
put of cigarets in 1953 was 423 
billion, down 3% from the 1952 
record of 435% billion. Actual 
number consumed on a tax-paid 
basis was down 2% from (952. Be- 
cause of increased use of king-size 
brands, the amount of tobacco con- 
sumed was about the sarne as the 
preceding year. 

The department said it does not 
expect much, if any, of a decline 
in 1954. 
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spot 


CuHreaco, March 10—Strict def- 
inition of services available to ad- 
vertisers makes it easier to turn 
down unreasonable requests, bus- 
iness paper publishers were told 
today. 

Russell T. Sanford, Modern Hos- 
pital Publishing Co. market re- 
search director, told the Chicago 
Business Publications Assn. that 
advertisers and their agencies 
do not realize the cost of many of 
the services they ask publications 
to perform. 

The easiest way to refuse, he 
said, is to adopt printed lists of 
which services will be performed 
‘free and which will be done if 
the advertiser pays for the work. 

Requests for free copies of pub- 
lications, free private mailings to 
advertisers’ sales forces and free 
research projects are the most nu- 
merous, he said. 


a “We have had requests for up 

to 600 free copies,” Mr. Sanford 
. said. “I don’t feel the agencies 

realize that 1,000 copies of our 
/ press run is the equivalent of 
' 300,000 copies of Life.” 

Alternatives to charging for 
copies and other services, he said, 
are to increase advertising rates, 
reduce editorial and other serv- 
ices or “go out of business.” 

He justified charging for serv- 
ices on grounds that no advertis- 
er can be expected to pay, through 
increased space rates, for “copies 
sent to his competitors’ salesmen.” 

Modern Hospital Publishing Co. 
publications (Coliege & University 
Business, Hospital Purchase File, 
The Modern Hospital and The Na- 
tion’s Schools) list the following 
services in a printed form given 
advertisers or agencies when the 
service question arises, Mr. San- 
ford said: 

1. Advertisers with space con- 
tracts of a minimum $500 or $1,000 
a year, depending upon the pub- 
lication, receive one free copy of 


Business Papers Urged to Charge 
Advertisers for Special Services 


a hospital directory or a school 
directory. Extra copies cost $5. 
No copies are sold to non-adver- 
tisers or advertisers with sub- 
minimum contracts. 

2. Lists of architects specializing 
in school or hospital fields are 
made available to qualified adver- 
tisers free. A similar list covers 
hospital supply houses and school 
equipment distributors. 

3. Regular advertisers in the 
hospital publications receive fort- 
nightly reports on new hospital 
construction. First copies are free, 
others cost $10 a year. A similar 
report covers school construction; 
additional copies cost $12. 


s 4. Survey data will be provided 
free, if available; specific informa- 
tion not available in Modern Hos- 
pital Publishing files will be in- 
corporated in future surveys if) 
this is practical. Other surveys 
wul be conducted with the adver- 
user billed for the cost. 

5. Advertisers using a minimum 
of three pages a year can have 25 
free copies of the _ publication 
“‘when essential to the merchandis- 
ing program.” These copies will 
be mauled to salesmen or distribu- 
tors along with a covering letter. 

Additional copies, with letters, 
are mailed for $1 each. Reprints 
are provided at cost. Various saies 
aid reprints are available in limi- 
ted numbers free. 


s An objection may be raised to 
prepared service schedules on 
grounds that it increases demand 
for service, Mr. Santord conceded. 
However, he added, “actually, we 
want to do it to help our adver- 
tisers, but we must charge the 
costs to those who use it.” 

Modern Hospital Publishing is 
considering modification of the 
plan to provide pro-rated service 
according to the amount of space 
each advertiser buys, he said, but 
no decision has been made. 


Equal-Time Doctrine for Radio and TV Isa 
‘Gentleman's Agreement,’ Not FCC Ruling 


WASHINGTON, March 11—There’s 
no law that says that radio and 
tv networks have to give time 
to any individual who demands 
an opportunity to answer what 
he considers an attack on himself. 

The Federal Communications 
Act is entirely silent on the sub- 
ject, and there are no FCC rules. 
The law says merely that stations 
must operate in the public interest. 
Over the years the FCC has held 
that this involves a_ willingness 
to treat fairly all parties involved 
in controversial situations. 

When’ FCC gets complaints of 
the kind that Sen. Joseph R. Mc- 
Carthy (R., Wis.) has lodged (at 
least verbally) against NBC and 


fd . 
es ‘True’ Hits 2,000,000 
ae Sales; Claims Record 

New York, March 10—True, 
Fawcett magazine for men, hit an 
indicated circulation of 2,036,000 
with its February issue, which it 
believes is the first time any man’s 
magazine has sold more than 2,- 
000,000 copies. True hit the one 
million mark in 1949, which was 
also a record at that time. 

Ralph Daigh, Fawcett editorial 
director, and Ken Purdy, editor 
of True, believe that the publica- 
tion’s circulation may grow to 3,- 
000,000 within five years, and 
possibly sooner. 

On the advertising side, True 
also racked up a record, with 
$329,387 billed in its just-closed 
April issue. The book billed a 
total of $2,803,000 last year. 


CBS its usual procedure is to re- 
fer the matter to the stations or 
networks involved. 


@ The person lodging the com- 
plaint is informed that the com- 
mission does not interfere in the 
day-to-day operations of stations; 
but that it will place the complaint 
in its files for consideration, along 
with other information, when the 
station applies for a license re- 
newal. 

There is one specific situation 
where the law requires stations to 
make time available for the pur- 
pose of answering a controversial 
statement. That situation, clearly 
spelled out in the Communications 
Act is confined to cases involv- 


ing individuals who are qualified | 7 ~~ 
candidates for public office. The) ~ 
protection applies only during a| ~ 


campaign period. 


E. I. du Pont de Nemours & Co., makes 


5 VERTISERS 


* 


LIFETIME—For nearly a lifetime of service as former advertising manager of Bald- 
win-Lima-Hamilton Corp. and for 25 years a member of the company’s ad depart- 
ment, Malcolm K. Wright (right), receives a lifetime membership in Eastern In- 
dustrial Advertisers. Richard C. Sickler, assistant product advertising manager of 


the presentation. Mr. Wright retired on 


March 1. 


Lung Cancer Patient | 


Sues Cigaret Firms, | 
Says Ads Misled Him - 


St. Louis, March 10—A man) 
who says he believed cigaret com- 
panies’ advertising that their cig-| 
arets are free from harmful sub- 
stances filed a $250,000 damage 
suit against four major cigaret 
|makers and a grocery chain in 
U. S. district court here today be- 
cause he has developed lung can- 
cer. 

The plaintiff, Ira C. Lowe, a 
factory worker, says the cancer is 
a consequence of his smoking an 
average of two packs of cigarets a 
day between 1930 and 1952, when 
he underwent an operation to re- 
move his right lung. 


= Defendants named are Ameri- 
can Tobacco Co., Brown & Will- 
iamson Tobacco Corp., P. Lorillard 
Co., R. J. Reynolds Tobacco Co. 
and Great Atlantic & Pacific Tea 
Co. 

The grocery chain was named as 
operator of the store where Mr. 
Lowe bought his cigarets. 

“As a direct and proximate re- 
sult of the defendants’ breaches of 
warranty. ..the plaintiff developed, 
still has and will in the future 
suffer from cancer,” the petition 
says. 

Mr. Lowe charges his earning 
capacity has been impaired and 
that he has lost wages at the rate 
of $60 a week for two years and 
has incurred medical expenses to- 
taling about $2,000. 


Ragland Leaves Agency 

Chester A. Ragland, one of the 
principals of Van Auken, Ragland 
& Stevens, Chicago, for 25 years, 
has retired. He will continue as a 
consultant, residing at his home in 
Alamo, Tex. The agency will con- 
tinue under the same name with 
Byron F. Stevens and Benjamin 
P. Caldwell Jr. as co-partners. 


s The decision of NBC and CBS 


to provide time to the Republican | 


National Committee to answer a| 


political speech by Adlai Steven- | 
son was endorsed today by Presi- | 
dent Eisenhower as adequate ful-| 
fillment of the “responsibility” of 
the networks. 


The President took the position |” 
that the networks fulfilled their| | 
responsibility by making time ~ 


available “to the responsible head | 
of the party.” Pointing out that | 


mentioned in a political speech, 
the President questioned whether 
it would be practical to expect sta- 
tions to make time available to 
each. 


ss 


TONY MOE, account executive for KNXT, 
20 or more individuals might be | Los Angeles, has been promoted to Detroit 


manager for CBS Television spot sales. He 
succeeds Warren Abrams, who has been 
named an account executive for CBS-TV in 
New York. Mr. Moe has been with the 
CBS-owned Los Angeles station since 1951, 


Riggio Opens Drive 
for Cort, New Entry 
in Filter-Tip Field 


NEw York, March 9—The first 


advertising for Riggio Tobacco 


Corp.’s new filter cigaret, Cort, 
broke in the Daily News here this 
week. 

The cigaret, which is priced 
competitively with Viceroy—about 
27¢ a pack—was advertised after 
a “highly successful” three-week, 
over-the-counter test. 

The Cort is a king-size brand 
which Riggio has sold “through 
selective outlets” for 14 years. The 
current marketing test in New 
York represents the first time it 
has ever been available with a 
filter tip, however. 

Riggio and its Cort agency, 
Badger, Browning & Hersey, plan 
to use newspapers heavily in the 
introductory campaign, with other 
media following later. But there 
will be no big push until produc- 
tion warrants. 

Still another filter-tip brand is 
due on the market soon—the long 
expected Winston. However, R. J. 
Reynolds Tobacco Co. will not 
indicate how imminent “soon’’ is 
in this case. Stockholders were 
told that the company hoped to 
get Winston on the market soon 
in a note accompanying their lat- 
est dividend checks. 


Promotes Don Ringsred 

Don Ringsred, merchandising 
manager of Alexander Film Co., 
Colorado Springs, has been pro- 
moted to assistant to the president. 
He will be in charge of special pro- 
duction solicitations in the Detroit 
area, succeeding the late Frank 
Gibbs. Kenneth Phillips, assistant 
merchandising manager, succeeds 
Mr. Ringsred. 


Mehrhotf to Russel Seeds 

Dale Mehrhoff, formerly adver- 
tising and sales manager for the 
Elgin American division of Illinois 


™ | Watch Case Co., Elgin, Ill., has 


been named an assistant account 
executive of Russel M. Seeds Co., 
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Premium Men 


Expect Volume 
of $1.3 Billion 


NEw York, March 9—At least 
one_and one-third billion dollars 
will be spent on premiums and 
sales incentives in 1954 to coun- 
teract any possibility of a reces- 
sion, according to Gordon C. Bow- 
en, president of the Premium Ad- 
vertising Assn. of America. 

This one and one-third billion 
figure is indicated by advance ac- 
tivity in connection with the as- 
sociation’s forthcoming National 
Premium Buyers Exposition, May 
3-6, at the Conrad Hilton Hotel in 
Chicago, Mr. Bowen said. Buyer 
resistance and value-consciousness 
are greater than at any time since 
the depression, he added, pointing 
out that anything which will give 
the consumer “something extra” 
for his dollar is bound to stimulate 
sales. 

“That’s why today we see com- 
panies such as the Devoe & Ray- 
nolds Paint Co., or the Campbell 
Soup Co., or Hazel Bishop cos- 
metics—all leaders in their fields— 
using the premium device for the 
first time in their long and suc- 
cessful sales histories.” 


= B. R. Prag, premium manager 
of Quaker Oats Co. and director of 
the association, said that more than 
430 manufacturers will exhibit 
about 13,000 products at the May 
exposition. 

The association also sponsors an 
annual Premium Advertising Con- 
ference, which will be held May 4 
at the Conrad Hilton Hotel in Chi- 
cago. 


Carling Breweries 
Makes Money-Back 


Offer to Canadians 


Toronto, March 10—Carling 
Breweries Ltd. has chalked up a 
first in Canadian brewing indus- 
try: The brewery is offering a 
money-back guarantee on its prod- 
ucts. 

In a new magazine campaign, 
Carling points out that it has spent 
more than $100,000 on the develop- 
ment of “an exclusive flavor 
secret” for its Red Cap ale. Pre- 
pared and placed by McKim Ad- 
vertising Ltd., Toronto, the ads 
state that the new process enables 
Carling’s to guarantee “that Red 
Cap ale is the smoothest, most sat- 
isfying ale you’ve ever tasted.” 

A sub-head proclaims: “Only 
Carling’s dare make this offer,” 
with copy adding, “Try a bottle 
of Red Cap. If you aren’t complete- 
ly satisfied that it’s the finest ale 
you’ve ever tasted, send in the 
bottle label...and your money 
will be refunded.” 

Also for the first time this year, 
Carling’s is using an extensive 
program in foreign language pub- 
lications, to help familiarize im- 
migrants with Canadian customs 


| | Chicago. 


and traditions—and Red Cap. 


CINCINNATI, March 9—If the 
proof of the pudding were in the 
eating, more than one “food sup- 
plier” would be out of business. 

Take Cincinnati Doll Co., for 
example. It is well equipped for 
producing appetizing food that 
tastes terrible. Even its name is a 
misnomer: It hasn’t had anything 
to do with dolls for more than 20 
years, 

Cincinnati Doll is one of the 
largest of the companies that are 
thriving on current emphasis on 


when he became sales promotion manager. 


realistic store displays. It and its 


\Cincinnati Firm's Food Looks Good Enough 
to Eat, But It's Heavy as Plaster Pudding 


competitors make the artificial 
food crammed into showroom re- 
frigerators and freezers. 


= The business grew as appliance 
dealers learned that it’s good 
business to show their wares 
packed with simulated edibles. 
Housewives want to be shown just 


|how much food will fit into a re- 


frigerator before they buy. 
The food, moreover, must look 


like the real thing. But it must be 
|sturdy, able to withstand dusting 
(Continued on Page 42) 
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Brown Shoe Persuades Kids to Pressure 
Parents into Buying Its Brand of Footwear 


By Phil Seitz 

St. Louts, March 11—When you 
reach small fry, you sell merchan- 
dise. 

With that strategy firmly in 
mind, Brown Shoe Co. has com- 
pleted a decade of rising sales, 
with all of its advertising budget 
invested first in radio and now in 
radio and television. The current 
ad budget is about $1,000,000, all 
of which is spent on one program, 
“Smilin Ed’s Gang,” on radio and 
television. 

The program was created in 1943 
by Frank Ferrin, then v.p. in 
charge of radio for Leo Burnett 
Co., Chicago, the 
Brown agency. 
Ed McConnell, 
a singer-pianist- 
story teller, sets 
the scenes for 
dramatized ad- 
venture stories, 
and with Mr. 
Ferrin created 
comedy charac- 
ters such as Frog- 
gy the Gremlin, 
Midnight the cat 
and Squeaky, a hamster, as heck- 
lers on the show. 


Frank Ferrin 


s “Leo Burnett believed that if 
breakfast cereals could be sold via 
the kids, then shoes could be sold 
in the same manner,” Mr. Ferrin 
explained. 

Robert G. Stolz, advertising 
manager for Brown Shoes, No. 1 
in the children’s field, agrees the 
strategy has worked. “The fact 
that we pioneered using network 
radio to appeal directly to the chil- 
dren of America gave us a head 
start over all other children’s 
brands. We are absolutely con- 
vinced that today, tv is the only 
way a mass selling can be done on 


a children’s product.” 


Until 1943, newspapers and mag- | 


azines were used to try and sell 
parents. At the time the switch was 
made to radio, the budget was 
$100,000. With the switch, sales 
went up immediately to register 
the greatest increase since the 
company’s Buster Brown brand 
was launched in 1904. The second 
year, the budget was increased to 
$400,000. 


= When Brown decided to go di- 
rectly to children with its appeal, 
DeWitt “Jack” O’Kiefe, a Burnett 
v.p., suggested selling hard on the 
idea that children should always 
look inside the pair of any shoes 
they wear, to make sure they show 
the trademark picture of Buster 
Brown and his dog Tige. 

The constant repetition of this 
theme has apparently registered. 
More than a few parents have 
written in asking for labels to put 
in shoes their children won’t wear 
because they don’t have the Buster 
Brown trademark. 

To get parents to buy Buster 
Brown shoes, Brown urges chil- 
dren to tell their mothers to look 
in the classified sections of local 
phone books, where Buster Brown 
dealers are listed under “shoes.” 

The continuous plugging of “look 
in the Yellow Book” is designed to 
promote store traffic. For the same 
reason, the company issues a 
“Smilin’ Ed” comic book four times 
a year. In the past ten years, 
children have come in and asked 
for a total of 60,000,000 comic 
books—‘“‘a lot of store traffic,’ Mr. 
Stolz points out. 


# In addition, 4,000,000 rubber 

Froggy the Gremlin dolls have 

been manufactured and sold by 
(Continued on Page 82) 


Chesapeake & Ohio 
Test Drive Seeks 


Automobile Drivers 


CLEVELAND, March 9—Chesa- 
peake & Ohio Railway is trying a 
series of advertisements designed 
to regain business lost to private 
automobiles. 

The C&O considers the auto the 
railroads’ No. 1 competitor and 
acknowledges it in the test cam- 
paign. The ads are appearing in 


Just a minute, 
before you start that trip! 
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newspapers in Charleston, W. Va., 
and Grand Rapids, Mich., both on 
C&O lines. 

“Nobody questions the conveni- 
ence of a car on short trips,” the 
message says, but it’s cheaper and 
more relaxing to ride the train. In 
the illustration, a restraining hand 
is lifted for a driver about to get 
into his car with an overnight bag. 
The headline cautions: “Just a 

minute before you start that trip!” 


s The copy, quoting figures from 
the American Automobile Assn,, 
points out that cost of a 726-mile 


¥ |third radio-tv property—Aladdin 


round trip by auto from Charles- 
ton to Detroit, for example, in- 
cluding hotel, garage and meals, 
totals $85.82. The same trip on the 
C&O, with Pullman and meals, 
costs $59.02—a saving of $26.90, 
“plus two full days of time.” 

Adding to its argument on costs, 
the C&O says: 

“When you drive on _ today’s 
crowded highways, you are under 
constant nervous tension...On the 
train you are relaxed. You can use 
your travel time for sleeping, eat- 
ing, reading, doing your paper 
work.” 

The campaign is being supple- 
mented with a direct mail survey 
to determine the riding and trans- 
portation habits of the traveling 
public in the test areas. 

The agency is Robert Conahey & 
Associates, New York. 


Time Inc. Buys KLZ, Denver, 
for Approximately $3,500,000 

Time Inc. has purchased its 
Radio & Television Inc., Denver, 
which operates KLZ-AM-FM- 


| |TV—for approximately $3,500,000. 


The three stations are basic CBS 
affiliates. Time is part owner 
(50%) of KOB-AM-TV, Albu- 
querque, with Wayne Coy, and 
part owner (80%) of KDYL-AM- 


~.|1V, Salt Lake City, with G. Ben- 


-|nett Larson. 

Hugh B. Terry will continue as 
director and president of the com- 
pany following return from a brief 
vacation. No staff changes of any 
kind are contemplated. 


Stanislaus Opens Agency 

Stan Stanislaus has opened his 
own agency in the Balboa Blidg., 
San Francisco. In addition to gen- 
eral agency operations, the new or- 
ganization will provide consulting 
service on sales, direct mail, con- 
tests, couponing, premiums and 
mailing lists to advertisers and 
agencies in Northern California. 
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features editorial comment in automotive 


trade publications on the new Willys, but never mentions the name of the car. 

The following page (right) gives the full Willys Motors sales story in full color. 

The two ads are to run in The Saturday Evening Post, March 20, followed by Life, 
Look and Time. Ewell & Thurber Associates, Toledo, is the Willys agency. 


New York, March 10—That 
hoary problem of “whose ratings 
shall I believe’ was back in the 
news this week. 

The man responsible is station 
owner Todd Storz of WTIX, New 
Orleans. Upset by the disparity 
between the Hooper and Pulse re- 
ports for his station, Mr. Storz 
suggested that five major adver- 
tising agencies in New Orleans 
make a survey to “rectify this sit- 
uation.” 

His proposal for a telephone sur- 
vey of the broadcast rating pic- 
ture in New Orleans was made in 
letters to C. E. Hooper and Dr. 
Sydney Roslow, head of Pulse. 

Mr. Hooper, who released the 
exchange of correspondence to the 
press, hailed Mr. Storz’s proposed 
solution as “excellent” and said 
he would “accept the answers de- 
veloped by the agencies as valid.” 


we At mid-week Dr. Roslow had 
not answered the Storz letter and 
had no comment. The station is 
not a subscriber to his service. 
The Storz letter to the research- 
ers explains the background to the 
problem. Mr. Storz bought WTIX 
in September, 1953 and switched 
its programming from classical to 
popular music. He added “gim- 
micks, contests, name disc jockeys 
and technical equipment.” 
“Every place we went, people 
were talking about the station,” 
Mr. Storz wrote. “Needless to say, 


AMA, DePaul to Hold 
Six-Session Meet on 
Advertising Research 


Cuicaco, March 10—American 
Marketing Assn.’s Chicago chapter 
and DePaul University will hold 
a six-session seminar on advertis- 
ing research beginning March 31. 

Sessions will meet 6:30 p.m. to 
8:30 p.m. on successive Wednes- 
days in DePaul’s downtown build- 
ing, 64 E. Lake St. 

Topics and speakers are Prob- 
lems in Advertising Research, Ste- 
uart H. Britt, Needham, Louis 
& Brorby’ research _ director, 
March 31; Motivation Research, 
Pierre D. Martineau, Chicago Trib- 
une research manager, April 7; 
Copy Research, Richard D. Crisp, 
Tatham-Laird marketing research 
director, April 14; Media Research, 
Seymour Banks, Leo Burnett Co. 
media group supervisor, April 21; 
Measurement of Advertising Ef- 
fect, George H. Brown, chairman 
of the University ef Chicago mar- 
keting department, April 28, and 
What Should the Role of Adver- 
tising Be, Peter G. Peterson, Mc- 
Cann-Erickson director of mar- 
keting services, May 5. 


New Orleans Station Operator Asks 
Poll To Check Pulse, Hooper Figures 


all these things had a big effect 
on our commercial content as well 
as the over-all station acceptabil- 
ity.” 

“The result of our increased ef- 
forts toward programming became 
immediately apparent in the in- 
creased share of audience shown 
on the monthly Hooper reports, 
he said, “while the Pulse report 
showed practically no increase in 
audience over the time when the 
station was operated by a hand- 
ful of people playing classical 
music.” 


m The broadcaster said this vari- 
ance indicated one of the follow- 
ing: Hooper is inaccurate; Pulse 
is inaccurate; surveys don’t mean 
much at all. The latter he reject- 
ed as having been disproved by 
the experience of the industry. If 
Hooper and Pulse could not “get 
together and correct” the situation 
he proposed that the first two 
premises be tested as follows: 
The five major advertising 
agencies in New Orleans each 
would make 2,000 telephone calls 
between 7 a.m. and 6 p.m. Purpose 
of these calls, of course, is to de- 
termine whether a person called 
is listening to the radio, and if 
so, to what station. The agencies 
would send a written record of the 
calls to a firm of certified public 
accountants in New Orleans to be 
mutually agreed upon between 
the various agencies involved. 
Mr. Storz said the agencies 
would be “reimbursed,” but he 
did not say by whom. His letter 
ended with this statement: “We 
do not propose to carry out this 
plan in the very immediate future, 
nor do we wish to attract any ad- 
verse or undecisive publicity to 
the situation existing in New Or- 
leans regarding radio surveys.” 


Grant Promotes Kaufman 


J. L. (Les) Kaufman has been 
promoted to head of the creative 
and merchandising department of 
the Grant Advertising office in 
Hollywood. His duties will include 
the establishment of a special mo- 
tion picture operation to serve mo- 
tion picture producers and studios. 
Mr. Kaufman has been a merchan- 
dising and promotion consultant 
for the agency in Hollywood for 
the past 18 months. 


Detroit TV Council Elects 
Winfield Holden, supervisor of 
radio and television for the Detroit 
office of J. Walter Thompson Co., 
has been elected president of the 
Detroit Television Council. Other 
officers elected are Robert Loucks, 
ad manager of Ned’s Auto Supply 
Stores, v.p.; Bernard Pearse, Weed 
& Co., treasurer, and Ruth Shadko, 


TV Guide, secretary. 


Frankfort Plans 
Big Drives for 
Regional Blends 


New York, March 10—Frankfort 
Distillers’ Hunter and Wilson 
brands are slated to get record pro- 
motion this year in an effort to 
apply a regional concept of mar- 
keting. 

Hunter is an “A” blend, sold in 
about 50 markets from Michigan 
to New England to Florida. This 
year it gets heavy newspaper pro- 
motion—800-line ads weekly on a 
three-in-and-one-out schedule. 
The newspaper copy is adapted to 
sports, will largely run on sports 
pages, and is arranged so that it 
can be timed with sports currently 
in progress. 

In addition, Hunter gets a siz- 
able outdoor program. The going 
practice of the industry has been 
to go into outdoor for four months, 
out for two, in for four and out 
for two. In Hunter's case, in order 
to get the locations it wanted, it 
settled on a 50-showing for 12 
months. 


# With the outdoor program, Hun- 
ter hopes to achieve color, contin- 
uing effect, and keep apace of the 
redistribution of population in ma- 


»»| jor cities. Suburban locations were 


prized. In the main, the outdoor 
program depends on  24-sheet 
posters, but there are some painted 
bulletins in Cleveland and Florida, 
and some high-spot locations (in- 
cluding a huge sign at 125th St. 
and Lenox Ave., the heart of Har- 
lem in New York). 

These tools, plus a well-integ- 
rated point of sale program, are 
the implements with which Hunter 
hopes to organize its “blitz” pro- 
motions. These are city-by-city 
promotions. In them, the Hunter- 
Wilson division hopes to: 

1. Capitalize on its regional pat- 
tern, stressing local interests. The 
50 markets in which Hunter is 


(Continued on Page 61) 


Kraft Will Sponsor 
Edgar Bergen Show 
on CBS Radio Net 


New York, March 12—Biggest 
network radio sales coup of the 
week was scored by CBS, which 
bested NBC in the competition for 
Kraft Foods Co.’s new hour show. 

Bucking the trend to shorter 
segments of network sponsorship, 
Kraft will present Edgar Bergen 
in an hour program. The show will 
start in the fall and will probably 
be heard Sundays at 9 p.m., EST. 

Mr. Bergen currently is spon- 
sored on alternate weeks on CBS 
Radio by Consolidated Cosmetics. 
He is one of the few remaining 
big radio names who has steered 
clear of television except for an 
occasional one-shot appearance. 
His expanded radio show, to be 
placed through J. Walter Thomp- 
son Co., will include commentary 
on the national scene, interviews 
with guests from politics, sports 
and show business, records and 
by-play with his side kicks, Char- 
lie McCarthy and Mortimer Snerd. 
There will be no live music nor 
studio audience. 


s Also effective this fall on CBS 
Radio, Chesterfield will take over 
half of the Monday hour vacated 
by “Lux Theater’s” switch to NBC. 
The program to fill the 9 p.m., 
EST, period has not been selected 
yet. Cunningham & Walsh is the 
agency. 

In the downbeat department at 
the network, Columbia’s pride and 
joy, Arthur Godfrey, lost another 

(Continued on Page 6) 
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Audience Figures and Audit Bureau Data 
Complement Each Other, Politz Tells Reps 


(Continued from Page 1) 
“since most households consist of 
several people the implication is 
that the newspaper reaches some- 
thing bigger than what is ex- 
pressed by the ABC figure. 


s “The trouble arises,” in his 
opinion, “in that in attempting to 
overcome an inadequacy of the 
ABC figure an even less adequate 
concept is introduced...A news- 
paper, even put in front of a dwell- 
ing unit, does not necessarily have 
to enter this dwelling unit. The 
household head may pick it up 
and take it to the office. Why 
should one speak of this newspaper 
as reaching a household? 

“It is much clearer and healthier 
to accept wholeheartedly an audi- 
ence figure—better a real audience 
than something that is neither fish 
nor fowl.” 

He pointed to the value to the 
advertiser of knowing the composi- 


tion of a medium’s audience, but 
added that “audience figures can 
become dangerous because of the 
fact that they may be produced by 
biased sample surveys.” With the 
facilities of the Advertising Re- 
search Foundation available, how- 
ever, the danger of misleading 
audience claims is greatly dimin- 
ished, he said. 


ws Further, Mr. Politz feels that a 
simple device can check a survey. 
Every respondent should be asked, 
“How was the copy obtained?” and 
the number of people receiving it 
by subscription or buying it on 
newsstands should equal ABC fig- 
ures. 

“If the survey differs 
stantially from ABC figures, then 
the survey should be distrusted,” 
he advised. “In other words,” he 
summed up, “the highly objective 
ABC figure expands its value be- 
yond its own meaning by becoming 


an accuracy indicator of the audi- 
ence figure.” 

In Mr. Politz’ view, it makes no 
difference how embarrassingly 


large an audience figure becomes, | 


“provided we have the arithmetic 
to back it up.” 


Peacock Elected President 


M. H. Peacock, v.p. in charge 
of sales, has been elected president 
of Lincoln Paper Co., subsidiary of 
Ditto Inc., Chicago. He will con- 
tinue to direct the company’s dis- 
tribution and merchandising activi- 
ties. R. M. Bowen has been named 


v.p. 


WMIN Names Beam S. M. 

D. Mylo Seam, formerly with 
KLAS, Las \ egas, has been named 
radio sales manager of WMIN, St. 


sub-| Paul. 


Humphrey Adds Account 

Tennessee (sas Transmission Co., 
Houston, has named H. B. Humph- 
rey, Alley & Richards, New York, 
to handle its advertising. 


1,310,000 
IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 


REGISTER 
(more than 500,000 copies) 


and what a market for your products! 
They marry — 80%. : 

They own their homes— 70%. 
And 70% are busy raising families of three 
or more members! | 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


THE DES MOINES SUNDAY REGISTER 


they earn, what they own, 


For complete facts on where these people live, what 
see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd Street, 
New York 36, New York. 


.-.an "A" Schedule Newspaper in an "A-I" Market 
GARDNER COWLES, President 


Advertising Age, March 15, 1954 


‘Highlights of the Week's News 


Murrow blast at McCarthy brought 
favorable reaction from viewers, 
according to CBS tally of phone 
calls and wires Page 1 


NLRB ruling holds that an adver-| 
tising agency is the emplover 
of radio-tv talent in decision on 
Puerto Rican cases 


Lung cancer victim sues four 
cigaret makers and a food 
chain charging tobacco ads mis- 
led him into smoking...Page 2. 
Equal-time doctrine under which 
individuals demand air time 
to answer critics is merely 
an agreement, not an FCC 
3 


Kid campaign works for shoe 
manufacturer which induces 
youngsters to put pressure on 
parents to buy its brand.Page 3 

Marketing’s first rule is restated 
in an AA editorial on rear guard 
actions by groups trying to halt 


ee | 


|Research firm changes name and, 
adds “international business ba- 
rometer” service to measure for- 
eign business climate. ...Page 14 


a << —_ 


Advertising Market Place ....66 
Coming Conventions ........ 80 
Creative Man’s Corner ...... 42 
Department Store Sales ...... 32 
ND kek alls oud 4 ab eie as he 10 
Employe Relations .......... 76 
Eye and Ear Dept. .......... 69 
Getting Personal ........... 16 
Looking at Retail Ads ........ 74 


_ REGULAR FEATURES 


Vitamin enriched lipstick also 
equipped with breath sweetener 
bows after tests in the East and 

Page 16 

British battle over which product 
is biggest dollar earner rages 
when U. S. reports that autos 
have passed Scotch....Page 20 


“Cow-fee” gimmick looked like a 
good way to increase milk 
sales, but the agency that 
thought it up doesn’t get ac- 

Page 31 

Campbell Soup account switch to 
BBDO came after Ray Rubicam 
and three Campbell execs toured 
15 agencies 

Business women make a go of 
public relations agency when 
they persuade companies it takes 
women to reach women. Page 50 


Ford Foundation denies rumors 


that it will drop tv-radio 
workshop, but fate of “Om- 
nibus,” “Excursion” is unde- 
GU ae tans -caceea She eee Page 58 


TV station sues CBS and St. Louis 
competitor for $2,532,848, charg- 
ing conspiracy to deprive it of 


Cee ME 6k ca eenaeees Page 67 

° _- tna 
Merchandising Ideas ......... 46 
I ic Eel ond 8 avis Ree 64 
Photographic Review ........ 52 
Production Tips ............ 74 
WOO ROOES. 5 icc isccccscccs 10 
Salesense in Advertising ..... 69 


This Week in Washington ... .60 
Voice of the Advertiser ...... 62 
What They’re Saying........ 10 


No. 1 State. 


Onl 
ABC 


Sales Management Figures 


G re ¢ HS bo lo 


News and Record 


* GREENSBORO, NORTH CAROLINA 
e Represented by Jann & Kelley, Ihe. 


"This is the size we use in the 
Growing Greensboro Market!" 


SMOOTHLY-OILED SELLING IN THE SOUTH always in- 
cludes the Growing Greensboro ABC Market in the South’s 
. . This bustling, hustling, sales-packed market 
accounted for 1/5th of North Carolina’s $3-billion total retail 
sales in 1952... All along the line, in sales of foods, drugs, 
eneral merchandise, furniture, and automotive—the Growing 
Greensboro ABC Market rings up 1/5 of the state’s sales— 
made by 1/6 of North Carglina’s people who live in this thriv- 
ing major market ... Fastest and most economical way to 
reach these buy-minded folks is through the 100,000 daily cir- 
culation of the GREENSBORO NE ° 


S and RECORD... 


medium with dominant coverage in the Growing Greensboro 
Market, with selling influence in over half of North Carolina! 
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| har d sell. Selling is getting harder. 
= So advertising will have to work harder, too. 
4 What does that mean? Bolder type? Gim- 

a micks? Hypos? For some, yes. For the more 
thoughtful, it means getting closer to more 
real prospects and talking to them in the 


right place, at the right time—and for long 


m enough. There has never been a better 


1 HAD TO BAIL OUT 
AT SUPERSONIC SPEED 


' way of doing just that OS =) 


é than to talk from the 


A pages of The Saturday 


Evening Post.” It gets to 


Me the heart of America. 


*Surveys among readers of leading weekly magazines show: ¢ Readers spend more time 
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Riordan Gets Promotion 
Valentine W. Riordan, formerly 
assistant manager of store rela- 
tions, has been promoted to cir- 
culation and store relations man- 
ager of Better Living, New York. 


Joins ‘Nation’‘s Business’ Sales 

Hugh E. Reynolds, formerly with 
Outdoor Life, has joined the west- 
ern advertising sales staff of Na- 
tion’s Business in Chicago. 


Kraft Will Sponsor 
Edgar Bergen Show 
on CBS Radio Net 


(Continued from Page 3) 


sponsor. Owens-Corning will drop 
its 30-minute segment of the “God- | 
frey Digest” at the end of the cur-| 


rent cycle. This Friday night pro- 


gram is a recorded condensation | 


of Mr. G’s morning shows. 


= This leaves 15 minutes of the. 


hour program sold to Bristol-My- 
ers. At the time this program went 
on the air a great many people 
suggested that the repeat was | 
spreading the Godfrey magnetism. 
a bit thin, but Columbia is ex- 


'pected to continue the program in| 


,a 30-minute version despite the 
‘lack of advertiser support. 

| Another hot radio and ty prop- 
‘erty was in the midst of a sponsor 
shuffle this week. Carter Products 
quit as alternate week backer of 
‘the Walter Winchell simulcast 
(ABC) and American Safety Ra- 
zor Co. immediately moved in. 
Sullivan, Stauffer, Colwell & 
Bayles represents the in-coming 
and out-going sponsor. Gruen con- 
‘tinues as every-other-week spon- 
| sor. 

Hazel Bishop Inc. (Raymond 
‘Spector Co.), which cut back its 
sponsorship of the “Peter Potter 
'Show” (ABC-TV) from an hour to 
a half-hour recently at the same 
‘time picking up “Dr. I. Q.,” has 
decided to drop the former pro- 


‘gram altogether. “Dr. I. Q.” will 


move into Mr. Potter’s old time 
spot. 

Cancelation notice also went 
out to “Leave It To the Girls,” 
another ABC-TV attraction, from 
Ex-Lax, but the network hopes to 
sell the client another show. 


® At CBS-TV Plymouth has 
bought “That’s My Boy,” starring 
Eddie Mayehoff. This will replace 
“Medallion Theater,” which 
Chrysler Corp. now presents Sat- 
urdays at 10 p.m., EST. “Medal- 
lion Theater” was booked through 
Batten, Barton, Durstine & Os- 
born; “That’s My Boy” will be 
scheduled through N. W. Ayer & 
Son. 

“ After putting his second TV 
show in the can, Bing Crosby in- 
formed General Electric “infor- 


‘it’s not the size, 


Tank battle 


Copyright 1942, The New Yorker Magazine 


The Cory Crown Jewel, 


it’s the ferocity!” 


‘*‘the . 


world’s most luxurious coffee 


brewer,” 


made its debut with a 


four-color page in The New 


Yorker of November 21, 


1953. It 


retails at fifty dollars. Completely 


automatic, 


strength you prefer,” 


“just set it for the 


it is of 


simple modern design, with a 
base of 24 karat gold plate. With 
an advertising program spear- 
headed by The New Yorker, Cory 
marketed and d@tlivered 10,000 

“Crown Jewels” in a period 


of less than 60 days. As of 


today, Cory Crown Jewel sales 


continue upward. For more 


result stories, write for our bro- 


chure, “It’s not the size, it’s the 


Ferocity!”’ 


THE 


NEW YORKER 


No. 25 WEST 43np STREET 
NEW YORK, 36,N. Y. 
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dollar-stretching 
machine ° 


oe Pifty-secenth Striet * 


145 Ke as 7th Street, Nes aipesn 
6 


apwie sel oe 


BN 


Cl cored. & ew 
Set step Show vast xt Pork Avorn. 


NEW APPROACH—Cartoons are sparking 
a new advertising approach for Hammach- 
er Schlemmer, New York retailer, which is 
out to find a fresh supply of customers. 
The store found New Yorkers had a variety 
of misconceptions about its merchandise 
and now wants to stress its wide price 
range and variety of merchandise. The 
New York Times and Herald Tribune are 
carrying the ads through Alfred Auerbach 
Associates. 


mally” that he doesn’t plan to 
make any more tv films until Sep- 
tember at least. This leaves GE’s 
program plans for the CBS-TV 
Sunday night time period some- 
what in the air. It was hoped that 
several appearances by Mr. Crosby 
this year would help to raise the 
level of the rating of the time 
which has been filled by Fred 
Waring and a dramatic series. 


a New daytime clients at CBS-TV 
include General Foods, which 
bought 15 minutes of the “Bob 
Crosby Show” for Instant Jell-O 
(Young & Rubicam), and Yardley 
(Ayer), which replaces Cat’s Paw 
Rubber as one of the Garry 
_Moore sponsors. 

| New daytime business at NBC- 
_TV came from Campbell Soup Co., 
‘which has joined the “Howdy 
Doody” lineup. BBDO is the agen- 
“ey. Coincidentally the company is 
,expected to drop its nignttime 
‘drama, “Campbell Soundstage.” 
‘Another cancelation at the net- 
work came from _ Consolidated 
Royal Chemical Corp. and Associ- 
ated Products, which are discon- 
tinuing the “Arthur Murray Par- 
i." 


To Spend $750,000 on Ads 


The Western Pine Assn., San 
Francisco, will spend $750,000 dur- 
ing 1954 on advertising and public 
relations. The association repre- 
sents pine lumbermen in the 12 
states of the western pine produc. 
ing region. Media for the program 
will be determined later in the 
year. 


Searcy Appoints Hall A. E. 
Lynn Hall, formerly with the 
Portland, Ore., office of Foote, 
Cone & Belding, has been named 
an account executive of Searcy 
Advertising, Portland. 


NEED TV FILMS | 
IN AHURRY 


Use Filmack’s 
Low Cost - High Quality 


FILM SPOTS 


+s, Our 35 years experience has tought us 

‘show to cut corners and keep costs down 
@ By having all facilities in 
our own block-long plant, we 
eliminate deloys and un- 
necessary production costs. 


inn y ter fuel 
mation department. 

@ Sound stage equipped for 

35mm. and Stendaive, 


: on 
Live acti onl lob facilities .. de 
. printing ond re- 


mascot’ SPOS Bas ducing. 35mm and 16mm. 
SY coe eens aetem Codey and we wee 


motion 


Stop 


® FILMACK STUDIOS 


1323 $. WABASH AVE. CHICAGO, ILLINOIS 


: eRe dia ee Phe Nite er one * : ads ese ata cy ee ; f ct ae oe pe : Paes: ae, RA os tee Nee Sh Ss x Eos hile Sasa te te Bie iy ig! NAIC Bo Wet hg AN a. Ca ulin eee Bek ANNAN Rae a CN Oe ae eT tee S. Seems NP We 
tty eee eee Shae 5 east Rig Sete ge 4 ; kc gai : oe rae dations fog: fog ; a i . i ci aon ts Ory, ‘ ale ane er pan a n ie. os § ee aa eet hes atte tae he we 
etl: : aS es, ae me ait eee : : ' ope = ieecs ge ace 
epee, ee ae t 

he Te Beane 
Seale 
- ey eee ee ee 

nS ee are 

Sine ee ira 

Si | roars ’ 
phe Bees 

a ; % 
eh ti ad ; : 

. > 
Td 

eo. | 
poe : 

P= esse ; r ; ‘ 

Pa lie : aa Suro ? 
ae | | SES eo Yi . Pe eM 
ar, a | * . : . . 

F +3 CF 3 ee) eI: ; 

“te ies 5.2 ; we. fe 

Bs eve | iy ae i ke ; 
cs. i i ~ £4 BS Ge ako Tl - 

ip: . | ie ate SS Tee: 

: oy SE se oa e es ‘ 

>i * om, . 7 i 

iF . | Re : 
ponte ae ES * : e ‘= 

- i 7 ih. Wee, aud cont 6 puititan.froncany apt. rowan, exe ete : : 
| Prod we Sn eons Mae meat Seat Moy eK! Give geen ap cmbens, the? tw 
rs | com? beige tate mae ose ohevehone Kellar part up amt mate 
: lmao eed Prey on eeng enig he Mod of trmstmnces ont 7 
¢ home aeprintionsts thes trely pey fae Remstres! 
F a& Whether o'er koding for 5 27d tale OF 8 eo cmldy, aCRER appliance : 
5 2 wephecteel, & Stak wot or 5 dng tellne |. 
AE thea goK mei he Pores, keener Kenting, net cmegeenties wort - 
Fag gxxtdy none eompetotnghy UfShe- ens afemes gives mane : 
. | (haga Bowe Suary hk NORE de CORTE and contnaing anitulnem. 
. Them acy Mecanents je remy aren ercortmente 64 Sxoomactne SeMememes. 
« . vm 
ea ° = 3 

Pe. * + ned 

aS : d ae: 
cae 

: ee 
er ee 
hale ae 
aoe e e . = te 

ee a pei e 

Be aA, para 

ats aa ae 
as age! 

a5 ne 
ee ‘ i 

_ \ eterna SSSR : 

Foe 3 a 
aie. Be Sais 

ie ect 

" } 

| Oe 
= | R - 
| is 

, . 

| j 

F | | 

7 ‘ | 7 j 

sans ee 4 ' 

pi 4 a 
eel Po P| are 
Cer cee 

Le oe ee 

vie as 
"eee aie 

; f PO “a 
ns ie 4 
= = iy Pe ws = } 

Re Rev ateey 

es ee 

Hid age ok ie ) 
Me PO PY eae 

eS nga 
eae oe 

: a PO es ; 

ae in 

es j yy, i a 

Be | / PF a te 

= mee. e/ pote 

eee “gh ; sad « 4 Poe 
aaa a 5 : ee a 
Le * 3 Kw ey she 
aryl “ - 3 4 eo She 
aatepes ws - é \ Se Facet 
oe e .- . : ' ¥ 94 Since: 
or iS s & 3 ; 7 eae 

Lie f *2 ' $F po 

Ce = A " ~e M PS 5 s 
ees lg . ie ? NS 

eines ees “- ¢ <: * | od - t 
Chest hy : ¥ 3 en 

Seat An Te 
oi O- | wee ~ . 

via cA .- SP 
Faigle eo \ at) ts ¢ . ; ee F-. | yt ae 
z ess Ww as LF =. oe | 
eo arte — . “3 Feo Bers: bons E j ni 
' ¥ ~ . ‘4 | a 
ae ; : 
~ — «ee ._ . sgt 
oe ts. . 4 j d Pi : 
eR (x = aad = & +2 pou: 
: , Be Te Be SSN, . =< i Shes 
* % i> 2 am eta aa < ae 7 geet 
ms we ey mo <> se 
ere ; : ' ; 4 oe 
> % ee . : i 
ee - ee 
aaa 
Vtg 
; * . i i tS BS 
] i oe 
- prey. 
: , a : 
‘ : 
oe 
ete ee ‘ 
t DSF end = £ aM, 4 i . if = es 3 ae — ° 3 Sais : coh ¥ S a . . ; : age ~ F 


THE STAR CONSUMER ANALYSIS 
GIVES YOU THE ANSWERS... 


HAS BRAND PREFERENCE FOR YOUR PRODUCT gone up or down 
in the Washington Metropolitan area during the past twelve months? 
The Star’s 1954 Consumer Analysis gives_you comparative figures 
covering a 4-year period as revealed by a cross-section survey of 5,000 
families in this highly competitive market of 381,793 families. It 
answers 210 pertinent questions and is a sensitive barometer of current 
brand preferences for any advertiser in the fields listed below. Write or 


wire for your copy and see how you stand. 


FOODS, BEVERAGES. Aluminum Foil; Applesauce; Baby Foods; Bacon; Baked 
Beans; Baking Mixes; Beef Pies, Frozen; Biscuits, Refrigerated; Bread; Breakfast 
Foods; Butter; Catsup, Bottled; Cheese; Cheese, Cottage; Chicken, Cans & Glasses; 
Chicken Pies, Frozen; Coffee; Cookies, Packaged; Corn, Canned; Corned Beef 
Hash; Crackers, Square or Oblong; Cranberries; Dessert Powders; Dog Foods, 
Dog Owners; Flour; Frozen Foods; Fruits, Canned, Dried, Frozen; Grapefruit 
and Orange Juice, Blended; Grocery Buying; Hams, Whole or Half; Honey, 
Strained ; Ice Cream; Luncheon Meats, Vacuum Packed; Margarine; Mayonnaise; 
Milk, Canned; Milk, Fresh; Milk, Powdered, Dry; Napkins, Paper; Nuts, 
Packages; Orange Juice; Peaches, Canned; Peanut Butter; Peas, Canned; Pickles; 
Pineapple, Canned; Pineapple Juice; Potato Chips; Prune Juice; Puddings, 
Cooked, Instant; Rice, Packaged; Salad or Cooking Oil; Salad Dressing; Salmon, 
Canned; Sausage, Pork; Shortening; Sponges, Cellulose; String Beans, Canned; 
Tea; Toilet Tissue; Towels, Paper; Tuna, Canned; Waxed Paper; Wieners or 
Frankfurters; Yeast. BEVERAGES: Ale; Beer; Cola Beverages; Flavor Bever- 
ages; Ginger Ale; Soft Drinks; Sparkling Water; Wine. 


DRUGS, TOILETRIES. Deodorants; Electric Shavers; Facial Creams; Facial 
Tissues; Hair Tonic, Dressing, Men; Hand Cream; Hand Lotion, Liquid; Head- 
ache Remedies; Lipstick; Nail Polish; Permanent Waves, Home; Razor Blades; 
Shampoo, Cream; Shampoo, Liquid; Shaving Cream; Toiletry Buying; Tooth 
‘Paste; Tooth Powder. 


SOAPS, ALLIED PRODUCTS. Bleach, Powdered; Bleaching Fluid, Bottled: 
Bluing; Cleansers and Soaps; Household Deodorants; Laundry Starch; Toilet 
Bowl Cleaners; Toilet Soap; Water Softener; Wax, Polishing. 


How do you rate in the 
Washington, D.C. Market? 


SOAPs 


I 
P 


pw 
WRITE FOR YOUR\COPY TODAY 


- Address your request to: Promotion and Research 
Department, The Washington Star, 11th and — 
Pennsylvania Ave., N. W., Washington 4, D. C. 


AUTOMOTIVE. Anti-freeze; Automobiles; Gasoline; Motor Oil; Polish; Tires. 
AIR TRAVEL. Domestic and Foreign. 


HOUSEHOLD APPLIANCES. Air Conditioners; Clothes Dryers, Automatic; 
Cooking Ranges; Dishwashers, Automatic; Dishwashers, Plans to Buy; Food 
Freezers, Home; Garbage Disposal Units; Heaters, Hot Water; Lawn Mowers, 
Powered; Refrigerators; Television; Washing Compounds; Washing Machines, 
Electric. 


GENERAL. Adults in Household; Brassieres; Cigarettes; Cigars; Fertilizers, 
Lawn or Garden; Girdles; Homes; Hosiery, Nylon; Income of Families; Lawn 
Seed; Life Insurance, Men; Mattresses; Painting, Home; Stocks, Bonds; Wrist 
Watches, Men, Women. 


The Washington Star 


Evening and Sunday Washington, D.C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida Representative: The Leonard Co., 311 Lincoln Road, Miami* Beach, Florida 
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“advertise more 
in NEWSPAPERS in ’54 


other medium. 


because... 


Published in the interest of all newspapers by 


Moloney, Regan & Schmitt 
Newspaper Representatives since 1900 


1. Only the local newspaper rings EVERY bell in the block! 
2. One of the most important factors in the world is NEWS— 
and the basic function of newspapers is NEWS. 

3. Newspapers give maximum coverage of the American 
market at the minimum cost. 
4. Newspapers reach the Mass Market of 1954 better than any 


‘No Funds,’ Says 
Stouffer on Wall 
Street's Poor PR 


(Continued from Page 1) 


tions and advertising functions, 
Mr. Stouffer said: 

“The recent chiding of Wall St. 
for not appropriating enough mon- 
ey for advertising budgets to make 
the American public stock-con- 
scious didn’t begin to show the 
very real reasons for the generally 
poor effect shown by the Street. 
Nor did it offer even partial solu- 
tion of the problem. 

“On the surface it appears that 
brokerage firms remain aloof 
from advertising and public rela- 
tions primarily because of old-hat 
ultra-conservative ideas. While 
such conservatism cannot be de- 


SOLID CINCINNATI 
READS THE CINCINNATI 


ENQUIRER. 


“Guess the boss figured she'd help J. R. remember the 


Daily Enquirer has the most WOMEN readers in Cincinnati.” 


LEADS IN CITY ZONE CIRCULATION - NO. 1 WITH WOMEN, TOO. 


For more proof of The Daily Enquirer's preference 
by Cincinnati women write for Special Survey's new 
study ‘Cincinnati Newspaper Profiles.” It's one 
more reason why there's no longer any doubt 
about your basic buy among Cincinnati dailies. 


CITY ZONE CIRCULATION 


Daily Enquirer 133,780 
Times-Star 129,263 
Post 126,215 


Sunday Enquirer 209,504 


Represented by Moloney, Regan and Schmitt, Inc. 


Source: A.B.C. Publishers’ Statements, September 30, 1953 


Advertising Age, March 15, 1954 


nied, it is by no means the sole 
reason for the lack of advertising 
and promotion dollars general to 
the securities business. 


a “In this field low advertising 
budgets are determined by the fact 
that few dollars are available to 
spend. When it is shown that the 
entire industry spent only $3,000,- 
000 last year on advertising and 
promotion, you can believe that 
the industry was hard pressed to 
find that amount.” 

Brokerage firms generally have 
an operating profit on commissions 
business so low that large adver- 
tising expenditures cannot be just- 
ified, Mr. Stouffer told AA. He 
pointed to a New York Stock Ex- 
change survey covering a cross 
section of 39 member firms which 
showed a net operating loss of 
2.2% on their gross commission 
dollar in 1952. 

“A similar survey being com- 
pleted now will probably show 
only slight improvement in 1953.” 


®# By way of illustration, Mr. 
Stouffer pointed out that a broker 
buying $15,000 worth of American 
Telephone & Telegraph receives 
$50 in commission. “Applying the 
2.2% loss to this, it is readily seen 


that it costs the broker over $51 to 
‘handle this $15,000 worth of busi- 
|ness. And, since brokers’ fees were 
initiated before the days of adver- 
| tising and promotion, any expendi- 
{ture to produce that business to- 
|day, through newspaper, tv, radio 
‘or direct mail advertising, would 
‘only increase that loss percentage.” 


Mr. Stouffer added that the in- 
crease in commission rates and 
volume will turn the 2.2% loss to 
a profit of, at most, 5% for 1954. 
“This will still not allow much 
room for a well planned profes- 
sional advertising program. 

“Only the sideline or affiliated 
operations such as mutual funds, 
/underwriting and interest on mar- 
gin accounts produce the kind of 
/profits necessary for any firm to 
remain in business,’ he declared. 
adding that brokers have been re- 
luctant to touch these profits for 
any sizable advertising expendi- 
ture. 


. One way to work within the low 
‘margin of profit is through the 
|investors’ clubs, Mr. Stouffer said. 
'“With this and similar plans, the 
emphasis is shifted from the large 
dollar volume from few individu- 
‘als to a smaller per-unit dollar 
volume, but spread over many 
' transactions. 
| “This gives the broker the bene- 
‘fit of the slightly larger commis- 
‘sion allowed on smaller dollar 
‘trading. In addition, mechanization 
‘of back-office procedures and 
| standardization of handling cuts 
|operating costs to a minimum.” 
To succeed, these budget plans 
| require intensive advertising and 
_public relations, which in turn re- 
| quires money. “It is that which ac- 
counts for the apathy of brokerage 
firms to any new plan that re- 
quires spending; ultra-conserva- 
tism alone is not the primary rea- 
son,” he said. 


s “Wall St. will probably never be 
a lush field for Madison Ave. ad- 
vertising men,” Mr. Stouffer con- 
cluded, “but it is a field with cer- 
tain possibilities and a field where 
public relations and ad men can not 
only do a good job but do them- 
selves, the industry and the public 
a distinct and lasting service. 
“Our number one objective is to 
do some hard selling of our own to 
the street, to point out to the se- 
curities industry the very real, 
tangible values inherent in a con- 
tinued and coordinated program.” 


Darlene Knitwear to Reimers 

Darlene Knitwear Inc., New 
York, has appointed Carl Reimers 
Co., New York, to handle its ad- 
vertising. 
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it depends on 
the point of view! 


Environment has a lot to do with 
your point of view. The ten mil- 
lion families who live in country- 
side towns haye their point of 


view. 


TOWN JOURNAL is a 
quality magazine published by 
people who understand and ap- 
preciate the viewpoint of men 
and women who live in country- 


side towns. 


Because it is what it is and 
does what it does, TOWN 
JOURNAL is rapidly winning 
the confidence and respect of 
more and more readers, more 


and more advertisers. 


TOWN JOURNAL 


Washington Square 
Phila. 5, Pa. 


@ Sell the whole Country-Side 
market. Buy the Country-Side 
Unit-TOWN JOURNAL and 
FARM JOURNAL. - 2 


Circulation 4,350,000. 
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The Wrong End of the Telescope 


There were two items in last week’s AA which seem to us to point 
a moral. One concerned an advertising campaign by the retail store 
/ clerks’ union in Seattle which is designed to encourage morning shop- 
ping. The other was a letter from Kenneth Hood of the St. Louis 
Better Business Bureau questioning whether a practice.reported on 
by E. B. Weiss in his merchandising column might not represent “a 
threat to the future existence of retail stores.” 

The retail clerks’ effort to even out the shopping pattern in Seattle 
is a commendable project, and we hope it works. The objective, of 
course, is to induce more shopping during “normal” store hours, and 
thus obviate any necessity for night hours. And just as certainly, a 
concern with the future of retailing and of retail stores is very much 
to be desired. 

But it is significant that both of these items indicate concern over 
change, and represent the type of thinking which the military would 
characterize as “rear guard”—the kind of activity which is designed 
to hold something back, or to maintain the status quo. 

There are, of course, thousands of individual instances in which 
marketing men must be concerned with preventing change, because 
change would mean a loss of position or a loss of share of market, 
or an actual loss of sales for their companies. And yet, in any over- 
all sense, this rear guard type of action is strange indeed for a mar- 
keting man. 

The best and most efficient marketing operation is obviously that 
in which the goods or services are presented for sale in the manner, 
at the price, in the place and at the time which make it easiest for 
the consumer to buy them. 

This definition of good marketing is not necessarily synonymous 
with the immediate best interests of the seller. For any one of hun- 
dreds of reasons, it may be impractical or even impossible for a 
particular seller, or even an entire industry, to meet all of the pub- 
lic’s inclinations. Most marketing, in fact, represents a compromise 
somewhere along the line between what would be best and easiest 
for the consumer, and what the seller can efficiently provide. 

Ultimately, however, the consumer always wins out in this type of 
struggle. If he wants something badly enough, he is sure to get it; 
and the marketer who fights too strenuous a rear-guard action is 
likely to find himself engaged in that most lonesome of all struggles— 
the maintenance of “standards” or “principles” at the expense of 
sales. 

Self-service and supermarket, for example, have replaced the 
one-time “conventional” methods of operating grocery stores (and 
are making rapid headway in other types of retail operation) be- 
cause at this moment in history customers would rather buy that 
way than some other way. By the same token, if people would rather 
shop at 8 p.m. than at 9 a.m.—or on Sunday afternoon rather than 
on Tuesday morning—the smart merchandiser will benefit by cater- 
ing to their desires, rather than trying to change them. And if they 
prefer to buy certain items from a catalog, with delivery direct from 
the manufacturer, rather than from a retail floor stock, then it is 
reasonably certain that their desires will ultimately be met, and those 
retailers who refuse to recognize the trend toward change will be 
left at the side of the road while the parade goes merrily past them. 

Of course, it is not easy to tell the difference between a passing fad 
and a basic, fairly long term trend. And there is no certainty yet that 
either “non-normal” store hours or catalog-warehouse selling are 
ideal answers to consumer demand. 

One thing is certain, however. The smart merchandiser and mar- 
keter is the one who is constantly concerned with making his goods 
available in a manner which creates the least possible resistance to 
purchase. To put it bluntly, in any apparent conflict between his 
own operations and the convenience and desires of the customer, 
the marketer must—in his own self-interest—fight on the side of the 
customer. 


‘into uniform, 


“When Lorrayne Smythefield was Loraine Smithfield, | could spell her name with- 
out any trouble. Now, | can’t even pronounce it.” 


What They're Saying 


Painless Taxation 

At no charge we’d like to present 
to some ambitious politician an idea 
that could well lead to the Presi- 
dency. 

It concerns the income tax, 
which all you lucky people are 
doubtless thinking about at this 
joyous time of year. 

Why, after all, should every 
wage-earner have to pay this tax? 

Our big idea, to make the income 
tax painless for most Americans, 
would work as follows: 

First, the government would 
call for volunteers to enlist as tax- 
payers. The need for taxpayers 
would be pointed out in advertise- 
ments stressing the patriotic as- 
pects of taxpaying, and recruiting 
officers would solicit volunteers. 

Second, for those not volunteer- 
ing there would be a draft. “Greet- 
ings” from the President would or- 
der them to appear before their 
local Selective Tax Boards. How- 
ever, this would not be really 
tough since only one out of ten 
or so would be ordered to pay tax- 
es. The rest would be excused on 
the basis of (1) Hardship (2) Ed- 
ucation (3) Lack of education (4) 
Important job (5) Important con- 
nections (6) Inconvenience. 

It is hardly necessary to say that 
a grateful citizenry would give the 
politician backing this plan any 
office in the land. 

Admittedly, it would be a bit 
rough on those who had to keep on 
paying taxes, but why worry about 
the few when so many voters 
would be made so happy? 

After all, if this system is fair 
and proper for getting young men 
isn’t it just as fair 
for getting money into the USS. 
Treasury? 

We'd like to get your ideas on 
this. We’d also like to hear from 
the politicians and propagandists 
who oppose UMT. 


—Editor’s Corner, 
Magazine.”’ 


“American Legion 


Psychology and Arithmetic 

Of late research service sales- 
manship has replaced established 
psychological and statistical pre- 
cepts in the minds of the re- 
searchers. The desire to obtain 
more numbers in the largest pos- 
sible volume, fast and at a price, 
is the motivating force among the 
buyers. The stations and networks 
have done their share to confuse, 


contradict and distort by subscrib- 


ing to every available service and 
using that which reports the big- 
gest figure for the particular time- 
period being proposed for use by 
the advertiser... 

If the simple principles of psy- 
chology and of arithmetic were 
applied as standards in judging the 
processes now being used, and pro- 
posed for use, to produce alleged 
audience measurements, not a few 
would be labeled rackets instead 
of audits. 


—C. E. Hooper, president of C. E. 
Hooper Inc., before Alpha Delta Sig- 
ma Alumni Assn. of Greater New 
York. 


Scrape the Barnacles 

Retailers have not even tapped 
the possibilities and potentials in 
the use of self-selection as a means 
of stimulating impulse buying. This 
should be done dramatically, eco- 
nomically and intelligently. Re- 
member, the customer is not in- 
terested in how we buy merchan- 
dise, she is only interested in how 
it is sold to her—and we will have 
to scrape off some of the barnacles 
of tradition in the way we present 
merchandise if we are going to fol- 
low the desires of the customer 
and not attempt to force her into 
buying merchandise against her 
desires and wishes. 


—From an address by Alfred C. 
Thompson, v.p. and general manager, 
Miller & Rhoades, Richmond, Va., at 
the annual convention of the Nay 
tional Retail Dry Goods Assn. 


One for All 

Newspapers appeal to all classes, 
all income brackets, all tastes, ail 
creeds, all ages, all heights, all 
sizes, all weights, all political faiths 
and lots of them—not just to frac- 
tions or certain strata of the mar- 
ket. 


—From an address by Grant Stone, 
advertising director, Cleveland Press, 
at the display advertising conference 
sponsored by the Inter-State Adver- 
tising Managers Assn. and Pennsyl- 
vania Newspaper Publishers Assn. in 
Harrisburg. 


Thought on Salesmanship 
There are many kinds of sales- 
manship. Some are very subtle, 
some endure, some die aborning. 
But wherein the salesman sells 


‘himself, along with his merchan- 


dise, customers stick and follow 
him from mousetraps to locomo- 
tives... 


Advertising Age, March 15, 1954 


| Rough Proofs 


Paul Hoffman worries about the 
need for rebuilding merchandising 
facilities in the automobile busi- 
ness. 

Wonder what Ford’s been doing 
lately? 


Madman Muntz may not really 
have been mad originally, but he 
could well have been after that 
petition in bankruptcy was filed 
against his tv company. 


Henry Gellerman criticizes Wall 
Street for the poor job of public 
relations it’s been doing. 

Maybe the best public relations 
plan would insist on not calling it 
Wall Street. 


Bernice Fitz-Gibbon has incor- 
porated herself to offer merchan- 
dising counsel to advertisers and 
agencies, and her friends hope that 
in her corporate and impersonal 
character she will learn to be less 
brutally frank. 


A New York printer who has 
taken over the magazine Baseball 
is offering it for sale on “very at- 
tractive terms.” 

How about a season pass to Eb- 
betts Field? 


Dr. George Crane, the eminent 
psychologist who is promoting his 
brother John for the Republican 
nomination for U. S. Senator from 
Illinois, hopes after this practical 
political experience they won't 
need a psychiatrist. 


Reading maketh a full man, ac- 
cording to Sir Francis Bacon, and 
so it’s perfectly understandable 
that they’re now selling encyclo- 
pedias in grocery stores. 


Clyde Bedell thinks so little of 
those numerous Socratic awards 
handed out to retail advertisers 
that after reading his comments 
they may welcome a _ foaming 
beaker of hemlock. 


“Why do they call it ‘leg art’?” 
asks John Evans. 

Didn’t you know, John, that the 
generous modern presentation of 
the female form divine is charac- 
terized as “cheese cake’’? 


“Advertising mediocrities—don’t 
apply,” warns a hard-boiled clas- 
sified advertiser, who probably 
doesn’t realize there isn’t an ad- 
man in existence who considers 
himself mediocre. 


Hershey chocolate, famous as a 
non-advertiser, has slipped from 
38 to 22% preference in a Na- 
tional Comics Group survey among 
the kids. 

Say, what’s the fare to Hershey, 
Pa.? 

e 

“Critics swing at British soap ads 
as price boosters,” reports the 
world’s greatest advertising jour- 
nal. 

They should rejoice that both 
the makers and the users are 
cleaning up. ; 


—Frank Tripp’s column in the Eve- 
ning Day, New London, Conn. 
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News from America’s 3™ Market 


$35 million residential and shopping center planned on 
85-acre tract in suburban Chestnut Hill. Development, to 
be known as Cresheim Valley Park, will include garden-type 
apartments, single homes, shopping center and 

parking area. 


Delaware Valley, U.S.A... . 
covering 14 counties...home 
of 4% million people... 

| Philadelphia is its heart. 


Uranium—bearing rock found in Bucks County touches off survey by Atomic 
Energy Commission. Aerial search now in progress. 


Sinclair Oil starts rolling on $15 million expansion of Marcus Hook refinery in 
Delaware County. New unit for production of aromatic chemicals expected to be in 
operation early next year. 


Alan Wood Steel Co. breaks ground for new $6 million cold rolled strip mill at 
Montgomery County's Ivy Rock. Initial production in 1955. 


The Inquirer's 1953 Annual Report to Advertisers presents quantitative and 
qualitative statistics proving The Inquirer's dominant selling power 
throughout Delaware Valley. For free copy write to General 

Promotion Department. 


Piasecki Helicopter doubles manufacturing area by leasing two buildings at 
former Autocar plant in Ardmore, Montgomery County. 1200 new workers will be 
employed assembling aircraft components. 


$10 million Gimbels Cheltenham department store under way after ground— 
breaking on 24-acre tract just across the street from city's northern 
boundary line. Opening: summer 1955. 


To help fill greater power requirements, Philadelphia Electric Co. begins 
$3 million South Philadelphia maintenance shop. Utility also plans centralized 
repair facilities here. 


"Cleanest City Award" to Philadelphia in '53...for 7th straight year. 


General Electric opens new service shop and warehouse in the heart of 
Philadelphia's industrial Northeast. $1,600,000 building is largest, most 
modern in G.E.'s nationwide service-—shop chain. 


1953's general construction volume in Philadelphia hits second highest level 
Since 1926...exceeded only by 1950. Dollar volume reached 1254 million, 
53 million of this in residential construction. 


Che Philadelphia Bnguirer 


The Voice of Delaware Valley, U.S.A. 


"Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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SECOND ONLY TO “LIFE” 
IN TOTAL PAGE GAINS 
AMONG ALL MAGAZINES 


BIGGEST PAGE GAIN 
IN ITS FIELD 
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America's Chass News Magazine Americas Class Veu's Magazine 


Na 
BIGGEST GAINS IN 
BUSINESS AND INDUSTRIAL 
ADVERTISING AMONG ALL 
MAGAZINES 
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Americas Class News Magazine 


CARRIES THE ADVERTISING 
OF MORE PETROLEUM 
COMPANIES THAN ANY 

MAGAZINE IN 

THE FIELD 


FIRST IN ITS FIELD 
IN FINANCIAL 


ADVERTISING 
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Americas Class News Magazine 


SECOND ONLY TO 
“BUSINESS WEEK” IN 
INDUSTRIAL EQUIPMENT 


ADVERTISING 


MORE COMMUNICATIONS 
AND PUBLIC UTILITY 
ADVERTISING THAN ANY 
OTHER MAGAZINE 


FIRST IN ITS FIELD 
IN MEDIA PROMOTION 


ADVERTISING 


Sas 
vie 


F 


wer a if . 
Americas Class News Magazine 


Gen. 4 oa i 
. b Americas Class News Magazine : : 
‘ : BIGGEST CIRCULATION LARGEST NEWSSTAND 


GAIN SINCE 1946 OF 
ANY MAGAZINE 
IN ITS FIELD 


GAIN SINCE 1946 OF ANY 
MAGAZINE IN ITS FIELD 
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Americas qe: News Magazine 


FIRST IN BUSINESS AND 
INDUSTRIAL ADVERTISING 
AMONG NEWS WEEKLIES 


Americas ( @ News Magazine 


SECOND ONLY TO “BUSINESS 
WEEK” IN MANUFACTURERS’ 
MATERIALS AND 
SUPPLIES 


Americas C fa News Magazine 


MORE AVIATION AND 
EQUIPMENT ADVERTISING 
THAN ANY OTHER 
MAGAZINE 


Americas CRB Nee Magazine 
MORE INDUSTRIAL 
DEVELOPMENT ADVERTISING 


THAN ANY OTHER 
MAGAZINE 


America’s Class News Magazine 


BIGGEST GAIN IN 
AIRLINE ADVERTISING 


AMONG ALL 
MAGAZINES 


Americas CR Nets Magazine 
Peet, be. 
BIGGEST PAGE GAIN IN 
PASSENGER CAR 
ADVERTISING 
IN ITS FIELD 


Americas Ge Veus Magazine 


MOST PAGES GAINED 
IN PASSENGER TRAVEL 


ADVERTISING AMONG ALL 
MAGAZINES 


Americas 6 le Vews Magazine 


FIRST IN TRADE 
ASSOCIATION ADVERTISING 


DIRECTED TO BUSINESS AND 
INDUSTRY 
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International Public Opinion Research 
Changes Name, Adds New Survey Service 


New York, March 9—Interna- 
tional Public Opinion Research 
has changed its name to Interna- 
tional Research Associates and is 
starting a new service to measure 
“business climate” in 22 foreign 
countries, 

Explaining the two moves, Elmo 
C. Wilson, head of the organiza- 
tion, told AA that the new name 
has been chosen “to correct mis- 
conceptions that our activities are 
limited to public opinion research.” 

The new service, he said, is 
designed to meet the needs of 
American companies operating 
abroad. Called “the International 
Business Climate Barometer,” it 
is being made available on an ex- 
clusive basis to only one company 
in any one industry. First major 
company to subscribe, AA was 
told, is Standard Oil Co. (N. J.). 
Cost per country surveyed will 
be under $5,000 for each client. 
Actual rates will vary with par- 
ticular circumstances and require- 
ments. 


= The barometer will be issued 
wice a year and will cover 22 
ountries in North America and 


(Europe, including Cuba, Israel. 


Japan, Puerto Rico and the Union 
of South Africa. It will inform 
subscribers on four basic subjects 

1. Their share of the market and 
how products rate on brand pref- 
erence in relation to competitive 
products. 

2. How their public relations are 
viewed in the countries where they 
do business. 

3. Expectations of consumer 
spending and how basic issues af- 
fecting profitable business are 
viewed in foreign countries. 

4. Special problems facing sub- 
scribers in countries where they 
operate. 

International Research Associ- 
ates was founded in 1945 by Elmo 
Roper, research specialist, and 
Joshua B. Powers, newspaper pub- 
lishers’ representative. Before be- 
coming president of the company 
in 1948, Mr. Wilson was Columbia 
Broadcasting System’s research di- 
rector. 


s For five years, the organization 
has offered facilities for research 
tir hraika--dozen.. fields—market 
studies, public relations research, 
media studies, employe surveys, 
organizational research for man- 
agement and operations research. 
These will be continued, Mr. Wil- 
son said. 

“The trouble with our old name,” 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “‘spot’’ them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


PRESS 
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he said, “is that we got tagged 
originally as poll-takers, although 
the bulk of our bread-and-butter 
money has always come from spe- 
cialized research. We either had to 
struggle along explaining our op- 
erations half a dozen times a week 
to prospective clients or give our- 
selves a name that made more 
sense.” 


Cunard Appoints Golrick 

Robert E. Golrick, research man- 
ager of Jewelers’ Circular-Key- 
stone, a Chilton publication, has 
resigned and will join the adver- 
tising and publicity department of 
Cunard Steamship Co., New York, 
at the end of March. 


Returns to Outdoor Ads 
After an absence of 17 years, the 
AC spark plug division of General 


Motors Corp. returns to outdoor 


poster national campaign to run 
through the fall months has been 
'scheduled. It is the largest cam- 
‘paign ever released by this adver- 
tiser, according to Outdoor Adver- 
tising Inc. D. P. Brother & Co., 
Detroit, is the agency. 


Develops New Reading 
Recorder for Research 

The Institute of Visual Research, 
424 N. Homan Ave., Chicago, has 
developed an automatic reading 


Doh 


Advertising Age, March 15, 1954 


artists and psychologists. 

The subject controls a _ light 
which reflects on the printed page 
placed on a special reading rack. 
Behind the rack is tracing paper 
‘which charts the exact course of 
the subject’s reading. 


Hunter to Olin Industries 
Henry H. Hunter, formerly as- 
sistant public relations director of 
‘Grant Advertising, has been 
/named product publicity supervi- 


advertising next month. A 24-sheet recorder for use by advertisers,’ sor of Olin Industries, New York. 
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Magazine Adds Two 


John W. Meany Jr., formerly 
with the Philadelphia Inquirer, and 
Fosdick Goodrich, formerly with 
Popular Science Monthly, have 
joined the advertising staff of 
Field & Stream, New York. 


Conant & Col PR Bows 

Conant & Col, public relations 
counsel, has opened with offices 
at 40 E. 49th St., New York. Luther 
Conant Jr., formerly product pub- 


licity manager for Lever Bros. Co., 
is president. Prior to Lever, Mr. 
Conant was with Time and Ed- 
ward L. Bernays, where he super- 
vised Procter & Gamble Co., Mack 
Trucks Inc. and other institutional 


accounts. ya 
{ 


Loudon Adds Account 


Henry A. Loudon Advertising, 
Boston, has been named to handle 
advertising for Porter-McLeod Ma- 


\chine Tool Co., Hatfield, Mass. 


Durabla to Gassaway 

Durabla Mfg. Co., New York 
maker of asbestos sheets, gaskets 
and valve units, has appointed 
Gassaway Advertising Agency, 
New York, to handle advertising 
and promotion. 


Edens to Warwick & Legler 

Robert L. Edens Jr., formerly 
with Hicks & Greist, has joined 
Warwick & Legler, New York, as 
a copy director. 


Men Wear Hats to 
Look Older, Texas 
Hat Maker Learns 


GARLAND, TEx., March 10—Most 
men who wear hats do so because 
it makes them look more mature 
or because their wives or girl 
friends talked them into one. 

In a poll of 50,000 men through- 
out the country, Resistol Hat Co. 
reports that 38% of the men who 


When these cars were new 
production line .. . CAPS helped put their first 
owners behind the steering wheels. That was also 
true in many cases in finding their second— 
third and perhaps fourth owners. 

But even though taps has been sounded and 
they are in the graveyard there is no R. I. P. 
on a monument. CAPS, through its advertising 
columns, is still selling their usable parts. 


. . fresh from the 


Two Dailies and the South’s Greatest Sunday Newspaper 


6 THE Cee EY yrcat mena Press Mime 


SCRIPPS-HOWARD NEWSPAPERS 


Automotive lineage in all classifications in 
CAPS showed a sharp increase last year—25 
out of 25 new car and truck manufacturers used 
approximately equal lineage in both newspapers 
at the optional daily combination rate—and '54 
looks even better. Manufacturers, dealers and 
distributors know that to sell automotive and 
related products in the eleventh wholesale mar- 
ket in the United States—put it in CAPS. 
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wear a chapeau do so because they 
believe it makes them look more 
mature. Wives or female acquaint- 
ances talked 27% into buying a 
hat. 

Ten per cent of the respondents 
wear hats because it is a habit; 
9% considered a hat an important 
part of a wardrobe and becoming 
to the man who selects the right 
style; 8% gave miscellaneous rea- 
sons and 6% gave no reasons, 

A self-conscious 2% stated they 
wear hats because of unattractive 
hair—or the lack of same. 


Nast Names Zelner 

Burton L. Zelner, formerly sales 
promotion manager for Fawcett 
Publications, has joined Conde 
Nast Publications as promotion 
manager of House & Garden, New 
York. 


Appoints Dorothy Freedman 
Dorothy Freedman, formerly 
with Richard Hudnut Inc., has 
joined the copy department of 
Hirshon-Garfield, New York, as 
head of the women’s division. 


Your mind 
is at ease... 


aurence 


INCORPORATED 
CHICAGO 


LO Fine Photoengravings 
for 20 Years 


Are you receiving your free copies of 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today- 


| 
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Loudon Appoints Elliott To Malone, Moore Associates 


Thomas C. Elliott, formerly with 


ton, as traffic manager. to handle its advertising. 


International Boiler Works Co., 
Young & Rubicam, has joined Hen-| Stroudsburg, Pa., has named Mo- 
ry A. Loudon Advertising, Bos- line, Moore Associates, New York, 


Money isnt 
mm _ everything 


Elks can and do buy more than most 
magazine readers. Their family incomes are 
far above average. By their very fraternal 
nature they are inclined to give and 

spend liberally ...to enjoy life by living well. 
You'll sell more to Elks and their families 
when your sales message is carried in 

the one magazine they all own, welcome, 
read and believe. Cost per page per 
thousand is only $2.25. 


THE MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


METROPOLITAN 
OAKLAND’S 


GREAT NEWSPAPER 


Only The Tribune, with the Greatest 
Home Delivered Circulation in North- 
ern California, gives complete coverage 
of the Metropolitan Oakland Area 


‘Oaklands Tribune | 


SREP RTO OE COLO CATED pete Gmieeee BelkT enwe 


_ CRESMER & WOODWARD, INC. 


epresentatives Including Sunday Magaz: 


Caryn Gae Offers 
New Lipstick with 


Breath Sweetener | 


| 
New York, March 10—A lipstick 
that acts as a breath freshener, 


and is non-smear is now on the 
market. 

Made by Caryn Gae Co., Caryn | 
Gae lipstick keeps the breath in| 
“sweet suspension” due to a com- 
pound called KBS. Tasteless, odor- 
‘less chemicals in KBS act as| 
breath fresheners and remain ac-_ 
tive until the lipstick is removed, 
according to the company. Caryn 
Gae also keeps lips from becom- 
‘ing dry because it contains “ab- 
sorbable lanolin” and is guaran- 
teed to be non-smear. It does not. 
contain perfume and is sealed in- 
a plastic con‘.iner which may be) 
utilized after ‘he lipstick has been | 
used. 

The $1.25 i‘em was first tested | 
| Several mont!:s; ago and is now in 
‘department siores in New York, 
| Washington and Atlanta. Four | 
Philadelphia department stores. 
will introduce Caryn Gae March 
15 and it will be marketed in Bos- 
ton by the end of the month. 

Advertising is cooperative. 
Bachenheimer-Lewis is the agen-| 
| cy. 


‘Esquire’ to Launch an 
Eastern Edition in June | 
Esquire will launch an eastern | 
edition, with the June issue, which | 
will circulate in Maine, New 
Hampshire, Massachusetts, Rhode 
Island, Connecticut, New York 
(from Syracuse, east), Pennsyl- 
vania (from Altoona, east), New 
Jersey, Delaware, Maryland, Wash- | 
/ington and Virginia. 
_ The eastern will be the national | 
‘edition with the addition of east-| 
ern advertising and regional edi-, 
‘torial features. Initial guarantee | 
will be 150,000, with advertising | 
rates based on $1,500 a page. Only. 
‘b&w will be accepted for the time | 
| being. 


Continental to Buy Pioneer 
Stockholders of Continental Air | 
Lines Inc., Denver, and Pioneer | 
Air Lines Inc., Dallas, have ap- 
|proved a purchase agreement un- | 
der which Continental would ac-| 
/quire the assets and routes of Pi-| 
oneer. The agreement is subject to. 
Civil Aeronautics Board approval. 
Continental will pay Pioneer the 
/net book value of its assets (fig-| 
/ured last October at $1,076,791) | 
plus 65,000 shares of Continental | 
stock, valued at $6 a share. Galen) 
E. Broyles Co., Denver, is the Con-| 
tinental agency and Rogers &| 
Smith, Dallas, is the Pioneer agen-| 
cy. 


| Triad Advertising Bows | 


Triad Advertising Co. has been. 
formed with offices at 62 W. 47th. 
St., New York 36. Principals are | 
Herbert Brooks, formerly advertis- | 
ing director of Baumgold Bros.;) 
Malcolm R. Gurbarg, formerly di-| 
rect mail advertising manager of| 
L. Bamberger & Co., and Jack 
Scheckowitz, who was assistant art 
director of Bulova Watch Co. Ac-| 
counts include Baumgold Bros. and 
“The New Jersey Industrial Di-| 
rectory.” 


Rose Forms Own PR Firm 

| Eugene A. Rose, formerly ac- 
/count executive and director of | 
| publicity of Fred Smith & Co., 
|New York, has formed his own 
public relations organization with 
,an office in Grand Central Termi- 
|nal Bldg., New York. 


‘Living’ Promotes Wallace 

William M. Wallace, formerly 
|assistant merchandising manager 
(of Better Living, New York, has 
been promoted to merchandising 
manager. 


Advertising Aye. March 15, 1954 


Getting Personal 


Chicago and Buffalo friends of William B. Swann will be glad to 
‘has vitamins, a dryness preventive earn of his rapid recovery from the major operation he underwent 
some time ago. Mr. Swann, who was with International Harvester 


JONES HONORED-—G. C. (Bill) Jones Jr., 
southeastern advertising manager of Farm 
and Ranch, was honored at the president's 
ball of the Ansley Golf Club, Atlanta, 
when a portrait of his father, the club’s 


in Chicago for many years, 
still has three or four more 
indoor weeks ahead of him 
at 2500 3rd Ave. N., St. 
Petersburg, Fla... 

Leah Brown, copywriter at 
Weiss & Geller, Chicago, has 
been vacationing at Jokake 
Inn in the desert near 
Phoenix, Ariz... Arthur C. 
Nielsen, president of A. C. 
Nielsen & Co., Chicago, and 
Mrs. Nielsen have left for an 
extended European trip. 
They’ll visit several coun- 
tries, combining research 


> and vacation... 


Vince Francis, general 
manager of+KGO-TV, has 
been given the San Francisco 
Award by the San Francisco 
Chamber of Commerce for 
his civic effort in connection 


with last year’s record- 
breaking cerebral palsy tele- 
thon, which he organized... 

Herman Sonneborn, eastern ad manager of Club Management, 
sails from San Francisco with Mrs. Sonneborn March 27 for a rest 
in Honolulu. The trip is part of the “easing up” he’s been thinking 
about for some time... 

George Wolf, v.p. and director of radio and tv of Geyer Advertis- 
ing, has been appointed radio and tv chairman of the 1954 Cancer 
Crusade in New York. Emerson Foote, executive v.p. of McCann- 
Erickson, is public relations chairman of the drive... 

Walter B. Haase, general manager of WDRC, Hartford, has been 
elected a director-at-large of the Greater Hartford Community 
Chest... And John E. Allen, ad manager of Fuller Brush Co., is 
directing publicity for the Hartford Red Cross drive... 


first president, was presented. Mr. Jones 
is serving his second term as president. 


THE WINNER—Here are J. R. Buell, account executive of Chicago Car Advertising 
Co., with Mrs. Buell and their catch at Acapulco. Mr. Buell caught the largest sail- 
fish (over 135 Ibs.) of the season. They spent a month touring Mexico. 


David Sarnoff, chairman of RCA, has been named recipient of 
the annual Humanitarian Award of the Golden Slipper Square 
Club in Philadelphia ... John R. McClung Jr., assistant manager of 
Kirschner & Co., San Francisco agency, has been elected president 
of the alumni association of Beta Theta Pi... 

The letters “COPY” used on the auto license plates of Merwin 
Nair, partner of the Pasco Nair ad agency, Hartford, paid off not 
long ago. Attending the Hartford Courant’s “Do It Yourself” show, 
a policeman in the parking lot took a look at the plates and gave 
Mr. Nair a choice location. The adman thinks the cop figured he was 
one of the paper’s ace reporters .. . 

David K. Harris, production v.p. of WNHC-TV, New Haven, 
Conn., and Mrs. Harris are parents of a son recently arrived... And 
Jerry Marks of AA’s Chicago editorial staff passed around cigars 
and candy in honor of Joy Arlene, born on March 4... 

. William H. Rafter has left the national advertising staff of the 
San Francisco Chronicle for a year’s tour of Europe... Rolland V. 
Tooke, general manager of tv Station WPTZ, has been made a mem- 
ber of the board of the Chamber of Commerce of Greater Philadel- 
phia... 

Paul Hoag, president of Hoag & Provandie, Boston, returned on 
the first of the month from a two-week vacation in Jamaica with 
his wife and daughter, Joan... 

Joyce B. Geary of Young & Rubicam is engaged to Kenneth H. 
Volk ...And Stella Stern, forum director for the American Field 
Service, will wed Jack C. Levine of Mutual Broadcasting System 
on June 20... 
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Chicago National Boat Show 
International Amphitheatre 
February 5-14, 1954 


Chicago National Boat Show rings up record sales of 
$50,000,000—20% up over last year! 


Panicky prophets who have seen storm warnings along the economic © More men spend more time fishing and =~ 


shore must have missed the 21st Annual Chicago National Boat Show hunting than in any other leisure activity 

last month. AND 

Sales records were smashed port and starboard. Manufacturers sold more  * SPORTS AFIELD, with its six Sports Afield annuals, 
than $50,000,000 worth of boats, motors and marine equipment—20% provides more fishing and hunting service than 

more than in the boom year 1953. Countless exhibitors reported enough any other outdoor publication 


orders to take care of ’54 production. Quite a few hurried home to 
expand their plants. 


People have money and people have leisure time and they’re spendin 


both freely on outdoor participation sports. Boating — like fishing a SDORUS A\ ESTADD) 


hunting — is riding the flood tide of a rip-roaring boom. THE AUTHORITY FOR FISHING AND HUNTING 


Sports Afield anticipated the upward trend in boating — and once again 
Sports Afield scored a “first,” with its new Boatbuilding Annual, added 
last year. It was an immediate success. 
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siren is the Golden Girl 


as businesslike as she is bewitching. We know. Every time 
we've asked her what she likes to read best, she speaks 
right up, “Service articles, please.” Our Starch editorial 
readership studies say so. Newsstand sales of past issues, 
extra heavy with service and non-fiction features, say so. 
Service covers, highly successful on the stands, say so. 


That’s why, among all fine women’s magazines, we’re 


Today’s Woman, the magazine young wives live by 


... With the accent on young and on live. With the July 
issue our editorial content will be 100 percent service and 
non-fiction. Comes Summer, we’re kissing fiction fare- 
well. For fiction knows no age barrier, and this, please 
remember, is a selective audience of young women, 18 
to 35. Most of these women are wives, in the first hectic- 
happy ten years of marriage . . . busy converting dream- 
stuff into the realities of homemaking, managing money 
and bringing up babies. So soon, very soon, they are 


going to find in their favorite magazine each month. . . 


104. pages of practical, realistic service helps 


As practical as “How to Travel 10,000 Miles with Two 
Tots.” As realistic as “The Secret of a Happy Marriage” 
by Dr. Norman Vincent Peale. As serviceable as “Mr. & 
Mrs. How-To-Do,” a new household repair column . . . 
“Designed for You to Sew” .. . “New Fall Cottons,” an 
8-page fashion feature . . . “Fourth of July Desserts” . . . 
“A Quality Modern House for $15,000,” leadoff of a 
great new housing section . . . “New Trends in Beauty” 
—service, and more service. More service per square foot 


of editorial space than any other woman’s magazine! 


Edited by young people for young people 


The senior service magazines, the shelter books, the super- 
market periodicals all have something for everyone in 
them. That’s their job. Eight years ago, Today’s Woman 
moved right in and dropped the median age of women’s 
magazine readers a good 5 to almost 10 years. From close 
to 40 down to cuddling 30. Youth is our market. Youth 
edits our magazine. Youth is the bright future for what you 
have to sell. Today’s Woman, more than a million of her, 


will take years off the life of your advertising program. 
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Lonpon, March 9—What a fight 
goes on for the title of “Big Chief 
Dollar Earner”! It has become the 
practice for several British indus- 
tries—textiles, automobile, whisky 
—to claim this distinction. Last 
‘week the feud raged furiously. 

The U. S. Chamber of Commerce 
in London announced innocently 
that in 1953 “for the first time in 
history the value of exports of the 
motor car and allied industries had | 
surpassed that of Scotch whisky.” 
The Scotch Whisky Assn. refused 
to take this affront lying down. 

A spokesman of the association | 
replied immediately that it’s not. 
cricket to count motorcycles and | 
car parts. He said that in 1953, 
Scotch whisky exports earned $65,- | 
398,113 in America, while British 
cars earned only $62,215,376. Be-| 
sides, he said, fewer people are) 
needed to produce whisky than to} 
make cars. 

The textile people in Lancashire 
maintained a smug silence. 


6 * * 

J. Haig & Co. Ltd., the Scotch 
whisky producer, spent $50,000 in 
telling Britons: “Don’t be vague. 
Ask for Haig.” Being a dutiful 
follower of ads, we enter the 
liquor store with a clear head. On- 
ly to find the dealer quite vague. 
He explains that the Scotch Whis- 
ky Assn. is so busy cultivating 
dollar drinkers that top brands 
are still in tight supply here. So 
we get Cream of Barley, the least 
advertised brand. 

C) * * 

How many Americans are aware 
of the dominance of their cultural 
exports? Wherever you go in 
Europe, American movies and 
music make up a large part of 
popular entertainment. They would 
be the last to suffer from a cutback 
in dollar imports. 

In Britain, the government has 
to protect the home film industry: 
movie exhibitors are required to 
show a minimum percentage of 
British films. In the year ended 
Sept. 30, English films accounted 
for 27% of the screen time in 
Britain’s movie houses. From per- 
sonal experience, we would say 
that American tunes account for 
about 95% of the popular music 
played on the British Broadcasting 
Corp. stations. 

3 * . 

Spyros P. Skouras, Twentieth 
Century-Fox boss, is having ay 
rough time trying to convince | 
British exhibitors to install Cine- | 
maScope equipment. The leading | 
exhibitor, J. Arthur Rank Organ- | 
ization, has made the changeover, 
but the small independents claim 
they cannot afford to put in stereo- | 
phonic sound. They offered to 
install only the wide screen. Mr. 
Skouras refused, stating that Cine- 
maScope without stereophonic 
sound is not true CinemaScope. 
And that’s where matters stand to- | 
day. It remains to be seen how 
long the exhibitors can hold out 
against Marilyn Monroe. 

° « % 

Movie advertising, a major me-| 
dium in all European countries, 


Children's photos —all ages 
and types. Adaptable for 
newspaper, billboard, calendars 
ond magazine illustration. 
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Letter from Europe 


By Milton Moskowitz 


PICTURES SELL 
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has made rapid progress in Britain. 
Of the country’s 4,600 cinemas, 
some 4,500 now show advertising 
films. Advertisers’ cost-per-1,000 
is relatively low. Movie admis- 
sions average 25,000,000 a week. A 
15-second filmlet can be produced 


for about $700. Screen time costs 
‘about 50¢ per 1,000 viewers for a 
‘filmlet and $3.50 per 1,000 viewers 
‘for a two-minute film. 
rs 2 . 
Companies trying to break into 
‘the British market could do worse 
than to study the $300,000 cam- 
paign now being conducted here 
for the evangelistic crusade of the 
Rev. Billy Graham. An extensive 
‘ad drive has been supplemented 
‘by reams of front-page publicity. 
‘Result: A nightly service at 11,- 


000-capacity Harringay Arena has 
been packed. More than one re- 
porter, trying to say something 
nasty about Graham, has likened 
him to an American salesman. 
Rene MacColl, former chief Amer- 
ican correspondent for the Daily 
Express, had this to say: 

“T have seen many thousands of 
Billy Grahams all over America. 
For Billy is only one of that great 
American type—the clean-cut, 
fast-talking, well-groomed Sales- 
man. 


Advertising Age, March 15, 1954 


“America worships Salesman- 
ship. The Salesman is the solid 
young chap you like to see your 
daughter get married to. The chap 
with the gift of the gab, the easy 
address, the ‘way with people.’ 

“Billy Graham—or could it have 
been his twin brother—sold me a 
car in Washington three years ago. 
Billy was the young man in the 
‘sharp’ suit who nearly sold me 
that tv set in New York. 

“And Billy cropped up here, 
there and everywhere throughout 


Always among the Great! 
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Advertising Age, March 15, 1954 


the United States assuring me that host of other products which bear jision. 


his brand really was the best, 


his name. Trigger made the At-_ 


Odds and Ends: Three years ago 


that his product had just that edge! lantic crossing also. So did Dale no cars could be bought in France 


on the products of the rival con- 
cerns.” 
© * + 

Another American “salesman” 
here now is Roy Rogers. The “King 
of the Cowboys” is making a three- 
month tour of England and Scot- 
land, putting in personal appear- 
ances at some 65 movie houses. 
And in the process he is promoting | 
Roy Rogers bubble gum and the 


Evans. 
* * e 

Cake mixes are making their 
bow on the British market. They 
are virtually unknown here. They 
‘are expected to be followed by 
mixes for pancakes, muffins, waf- 
fles and biscuits. The first com- 
|pany into the field (through Young 
& Rubicam) has been Alfred Bird 
& Sons—the General Foods div- 


on the instalment plan. Today 
‘more than one-third of French car 
sales are financed...West Ger- 
many has liberalized 40% of her 
dollar imports. The government 
has lifted import restrictions on 
some 2,000 items... Latest retail 
sales “gimmick” in Europe are 
infra-red lamps which heat up the 
sidewalk and make window-shop- 
ping a pleasure even in mid- 


winter. Gunther Schwank, an in- 
ventor from Cologne, thought up 
the idea. His gas-powered lamps 
have been installed by shopkeep- 
ers in Germany, Belgium and 
France. The biggest department 
store in Paris has set up electric 
infra-red lamps to heat its open- 
air stalls. 


‘Collier's’ Names Halperin 
Bert C. Halperin, formerly with 

Cowles Magazines, has joined the 

sales staff of Collier’s, New York. 


1953 


lines of general advertising in 1953. 


the family . . 


Cleveland Press........... 3,649,450 
Chicago Daily News...... 3,459,770 
19 52 Cleveland Press... ........3,273,093 
Chicago Daily News...... 3,807,509 
l 9 5 1 Philadelphia Bulletin...... 3,579,704 
Detroit News............. 3,381,306 
Cleveland Press........... 3,253,155 
Chicago Daily News...... 4,156,830 
l 9 5 @ Detroit News............. 3,914,397 
Philadelphia Bulletin...... 3,909,456 
Boston Traveler.......... 3,702,434 
Cleveland Press........... 3,670,583 
Chicago Daily News...... 3,807,389 
19 49 Boston Traveler.......... 3,727,536 
Philadelphia Bulletin...... 3,640,986 
Detroit News...........+. 3,614,498 
Newark News............ 3,382,363 
Cleveland Press........... 3,337,547 


LOYALTY 


great family of readers. 


Media Records First 50 Reports 


BUT 


READERSHIP 


Rocketing to No. 1 place among all U. S. afternoon 
dailies, The Cleveland Press published 3,649,450 


To us, the reasons why are uniquely identified 
with the prestige of the Press as a trusted friend of 
. in the 1,500,000-plus population 
area of Greater Cleveland :— 


For more than 75 years the Press has won 
and firmly held the devoted esteem of its 


The Press reaches 7 out of every 10 families in the 


Cleveland Metropolitan Area . . 


- more 


than any other daily in any multi-daily market. 


RESULTS 


Such Press dominance inevitably multiplies 
dollars-and-cents results for advertisers. 


RESEARCH 


The Press’ long established market research 
program helps advertisers pinpoint their selling 
strategy for more effective results. 


“Always among the Great” 
and now the greatest of 
afternoon dailies in general advertising lineage... 


The Cleveland Press! 


Two New York Agencies Merge 

Friend-Krieger Advertising and 
Kenneth Rader Co. have merged 
under the name of Friend, Krieger 
& Rader, with new offices at 19 
W. 44th St., New York 36. Friend- 
Krieger president Morton S. Krieg- 
er continues as president of the 
new agency, and Kenneth Rader 
becomes v.p. The new agency re- 
ports a combined billing of nearly 
$1,000,000. 


Publicity Chairmen Get Guide 
“So, You’ve Been Elected Pub- 
licity Chairman!” has been issued 
by Occidental Life Insurance Co. 
of California, 1151 S. Broadway, 
Los Angeles 15. Copies of the 24- 
page booklet are available from 
the company’s public relations and 
advertising department. 


ABC-TV Promotes Materne 

William M. Materne, previously 
coordinator for the network’s o&o 
radio and tv stations, has been 
promoted to assistant national tv 
sales manager for American 
Broadcasting Co., New York. 


GREENVILLE 


SOUTH CAROLINA'S — 


FIRST 


HALF-MILLION 


leads all others in 


AUTOS AND 
TRUCKS 
with 
167,021 


Data compiled from the S. C. 
Highway Dept. as of 9-30-53 
shows this comparison of 
Automotive Registration in 
S. C.'s 3 leading markets: 


Greenville ....... . 167,021 
Columbia ........158,153 
Charleston ....... 103,665 


* GREENVILLE'S ABC CITY & 
RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market also 
leads all others in S. C. in 
Population, Income, Retail 
Sales, Wages, and Employ- 
ment. It is your first market in 
South Carolina. 


«SUPERMARKET 
OF SOUTH CAROLINA! 


5 Greenville News 


_ ee & SUNDAY 


reenviLE PIEDMONT 


Daily Circulation—97,931 
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-its MUTUAL: 


Mister Pius, our foot-loose mascot, has often scaled high places to explore 
the towering advantages of network radio. Especially Mutual's. He now 
plunges into the question of cost-per-thousand performance and takes 


some deep-sea soundings which sound just fine. Very especially Mutual's. 


On the over-all record for ‘53 (as logged by Nielsen, Jan.-Nov., that is), 
the average cost-per-thousand of all evening commercials on all radio 
networks is low...deep-down proof of the economy which no other 


medium can match. 


And which network hits bottom in this year-round, low-man tourney? 
Well, the diver on the right is Mister PLus, with a score for Mutual 
that is 19% lower than the average for the other three networks, and 


12% to 24% lower than any one of them! 


You will observe that Mister PLus works with a different sort of gear — 
just as the Mutual Network itself differs from the others. We differ in 
coverage patterns, for instance, with nearly twice as many stations 
as anybody else. We also differ in program ideas for listeners, and 


in profit ideas for sponsors. 


These facts explain why more clients than ever are now enjoying 
lower costs than ever in Mutual waters —actual audience-delivery 


costs as low as $1.24" per thousand homes! (And that $1.24 


includes time and talent, of course.) True, we are virtually 
sold out from 7:30 to 9:15 pm, but there’s prime time 


available for your nets, day or night. 


Why not set your course plusward? 


*Nielsen Rating Basis 


Typical Sponsors 
Using MBS at Night 
AMERICAN HOME PRODUCTS 
CHEVROLET 

COCA-COLA 

DODGE 
JOHNS-MANVILLE 
JACQUES KREISLER 
LIGGETT & MYERS 
DEEPFREEZE 

MILLER BREWING 
MUTUAL BENEFIT 
PROCTER & GAMBLE 

R. J. REYNOLDS 

S. 0. S. 

STATE FARM INSURANCE 


UNION PHARMACEUTICAL 


LO 4-8000...... NEW YORK 
WH 4-5060........ CHICAGO 
HO 2-2133... LOS ANGELES 
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Clukas to Sunkist Growers 
Irving G. Clukas, formerly ac- | 


ARF Adds Three 


Campbell Soup Co., National | 


count executive with Perrett Co., |Biscuit Co. and Marsteller, Geb- 


Los Angeles, handling the Sun- 
kist Growers publicity account, 
has joined Sunkist to operate its 
information department. 


hardt & Reed, Chicago, have been 
elected subscribers to the Adver- 
tising Research Foundation, New 


York. 


FORT WAYNE 


WNEW Sold to Buckley 


~ | and Group for $2,000,000 


WNEW, New York, has been 
sold for $2,000,000 to a group head- 
ed by Richard D. Buckley, former- 
ly president of John Blair & Co., 
lradio station representative. Oth- 
ers in the purchasing group were 
Horace Lohnes, a Washington at- 
torney, and a group of St. Peters- 


Advertising Age, March 15, 1954 


‘Saturday Review’ 
tiacks Publishers 
for ‘Dumping’ Books 


New YorK, March 9—In a 
sharp criticism of book publishers 
for dumping books on the market 
in quantities that cannot be sold, 
the Saturday Review in its cur- 


burg men. 

Subject to FCC approval, the 
|purchase was made from William 
'S. Cherry Jr., president of WNEW; 
'Bernice Judis, exec. v.p. and gen- 
‘jeral manager; Ira Herbert, v-.p., 
,|Sales director, and husband of the 
'}exec. v.p., and other stockholders. 


-.- best for test in the Midwest 


rent issue declares that book pub- 
lishers as a whole “have never 
really dealt with the fundamentals 
of their own business.” 

Pointing out that “whenever 
the suggestion has been made that 
the publishers pool their informa- 
tion about release dates and pre- 
pare some sort of master schedul- 

Kelvinator Buys TV Show ing calendar for the guidance of 
Potrection® Nash-Kelvinator Corp., Detroit,|the industry,” the reply has been 
~ iw tcenntee |has signed as alternating sponsor |™@de that such a project would be 
of “Danger” (CBS-TV). Time for | ‘0° difficult to undertake. 


FORT WAYNE 


Ist in Midwest in its population group 
(75,000-150,000).* 
2nd _ in nation in its population group.* 


6th in nation for cities of all size.* 
*Sales Management, Nov. 10, 1953 


Write for the ‘‘GOLDEN ZONE” Market Book | SERRE 


| -- FORT WAYNE NEWSPAPERS, INC. 


agent for = KINGS—Perfection Stove “y s ane the Kelvinator division was bought “Nothing is easier, of course,” 
; sales representatives are pictured as chess through Geyer Advertisin Bl the Saturday Review says, “than 
} ock . 

The News - Sentinel THE JOURNAL- GAZETTE pag = - ae py ote td ‘Dr rug Co., iia has eg airing |t© continue with the present un- 

H hi : son, Clevelan t’ merican , ‘ 
Represented by Allen-Klapp Co. * New York - Chicago - Detroit Artisan, Fueloil & il Heat, Sheet Metal/the program weekly, will remain gtr system _ its hundreds 

_ Worker and jnips this month. ‘as an every-other-week backer. |°f resultant casualties. 
lend teineaites , sms a s “There is no problem that we 
s : ie a4 know of in acquiring and combin- 
‘ , ing the necessary information,” 


the editorial continues. “In fact 
the information is readily obtain- 
able in Publishers’ Weekly or the 
various advance literary services, 
even though master scheduling of 
the type we have in mind would 
have to be done much earlier, and 
the information would have to be 
centrally coordinated and care- 
fully maintained on a _ master 
scheduling board. 

“The principle, however, is a 
simple one: Only so many eggs 
from different hens can be put 
in a certain size crate without the 
mathematical certainty of break- 
age. 

“Books are basically a_ retail 
business,” the editorial says. “Yet 
the book industry is unique among 


the Ah : ’s of Premiums 


Important to premium users—sales and 
promotion executives, advertising agencies, 
etc.—are 4 major elements of a premium 
program. Today . . . for the first time... 
one single organization can provide all the 
necessary elements of premium promotions. 


| rr Prannine 


Cappel, MacDonald has offices nation-wide 
—staffed by promotion executives ready to 
help you plan your program. This service 
includes analyzing your sales problems and 
objectives . . . and after careful research, 
recommending the plan and merchandise 
premiums that will have the most powerful 
appeal. No charge or obligation for this 
counsel. 


Zeve Promotion 


Cappel, MacDonald’s large creative staff will 
submit copy and layouts and handle the 
printing production of all promotional ma- 
terials needed—direct mail, premium cata- 
logs, broadsides, coupons and stamps. There 
is no charge for this creative assistance. 


Boos Premrums 


Cappel. MacDonald is the world’s largest 
supplier to industry of premium merchan- 
dise—with shopping, purchasing, warehous- 
ing, accounting and shipping departments 
ready to handle expertly every phase of your 
program. These specialized services will 
represent substantial savings over handling 
these functions yourself or by any other 
means. 


4... Prices 


You'll effect many savings on this important 
element. With Cappel, MacDonald’s “know- 
how”, your campaign will be set up in the 
most economical manner. You'll obtain the 
best prices for merchandise on a direct- 
from-factory basis or one-item-at-a-time, 
depending on the nature of your campaign. 


Remember, because Cappel, MacDonald is 
fully staffed to provide all these elements— 
Plans, Premiums. Promotion and Prices— 


your program will be more effective and less - 


costly. Let Cappel, MacDonald be your “Pre- 
mium Agency”. 


CAPPEL, MACDONALD AND COMPANY 


DAYTON, OH10 QP orrices iN PRINCIPAL CITIES 


Premium Division: Dept. K-23, 737 North Michigan Avenue, Chicago 1], Illinois, Tel. Whitehall 3-2220 


American businesses in that its 
own policies serve to weaken the 
retail outlets on which its well- 
being depends. 


a “Each year more book stores 
are going out of business. Many 
bookstores would go into bank- 
‘uptcy tomorrow if they had to 
depend on books alone,” the pub- 
lication says. 

“If this is of concern to the 
book publishing industry it has 
yet to show it by adopting such 
practices as will convince the in- 
dividual bookseller that his place 
in the world of books is more than 
merely incidental or accidental.” 

Noting that the book industry 
has failed to support national 
book-reviewing media, the maga- 
zine says, “It is difficult to think 
of .czn American business that has 
been more favored with free pub- 
licity, or one that has shown less 
awareness of the value of that 
publicity.” 


BAB Names Norman Nelson 


Norman Nelson, formerly man- 
aging director of the Southern 
California Broadcasters Assn., has 
been named national promotion di- 
rector of the Broadcast Advertising 
Bureau, New York, effective 
March 15. He replaces David Kim- 
ble, who recently was named di- 
rector of local promotion for BAB. 
Harold Cranton, a_ presentation 
writer, will move up to the new 
post of assistant director of na- 
tional promotion. 


Noxzema Sets Spring Drive 
Using network tv for the first 
time, Noxzema Chemical Co., Balti- 
more, has bought participations on 
“Today” (NBC-TV). Newspapers 
‘in 45 cities also will be employed 
in this spring drive for the new 
‘Noxzema medicated _ shaving 
cream. The theme of the campaign 


yg . ge is “Here’s why your skin burns 

es when you shave.” David J. Ma- 
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Appoints Horton-Noyes Co. | Selma Trailer Names Long Frankenmuth Buys Skelton ee eee aerimeareiesimmeaaitinias 

Rumford Chemical Works, Rum-| Long Advertising, Fresno, Cal., Frankenmuth Brewing Co. : 
ford, R. I. has appointed Horton-|has been appointed to direct the|Frankenmuth, Mich., has bought) | 
Noyes Co., Providence, to direct| advertising of Selma Trailer &|the Ziv Red Skelton radio show in| ~ 
advertising for its line of indus-|Mfg. Co., Selma, Cal., manufac-|30 midwestern markets. The brew- 


trial chemicals. turer of agricultural trailers. er’s coverage for the 30-minute 
multi-weekly series will include 


29 Michigan stations plus Toledo. 


P Se Wer ae aseg ee RE Se a eS » Ralph Sharp Advertising, Detroit,| = 
is the agency. : 
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é % WPIX Revises Discounts 
WPIX, New York, has revised 
3r d IN FOOD SALES § its discount structure, ‘with tens 
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vertisers. In the future an adver- 


Be fice Nonsieg ib 
eee ae tiser who buys a minimum of $1,- scence eaten line 
60% of all Food Sales are on the Illinois Side! 000 a week of spots or moh ll Minnesota Rubber ane Guskelnapiny 
tions for four or more weeks will| | "##=°s#s Sher aad thaket teapeny ee 
earn a 40% discount; the old figure| — ———< eerie ? 
was 50%. ee crn 
ROCK ISLAND on a Names Anderson & Cairns HIGH FASHION—Minnesota Rubber & Gasket Co., Minneapolis, is using a “high 
ie pd ee _“" Goodall Fabrics Inc., New York, fashion” approach to industrial advertising with ads like this for its rubber “O” 
has appointed Anderson & Cairns, rings, used in many types of machines. Kerker-Peterson is the agency. 


New bn md — its advertis- 
ing. thrauff 2 2 : 457: . ’ 
Ree oe cee ee Industrial Firm Tries ‘High Fashion’ Ads 
, MINNEAPOLIS, March 10—A Min- 
/neapolis agency and its client 
‘think they’ve come up with what 
/may be the first “high fashion” 
treatment of industrial advertising. 
Minnesota Rubber & Gasket Co., 
through Kerker-Peterson & Asso- 
ciates, is launching a trade publi- 
cation campaign to promote its 
rubber “O” rings, used in a wide 
variety of machines. 
Copy for the ad series is brief 


and to the point, with an arresting, 
e | Masewy illustration of a figure, 
= | more commonly associated with 
women’s fashion ads. The figures 
- : 


range from a medieval court jester 
to a bull fighter, and their only 
'function is to focus attention on 
the little “O” ring. 


|@ Paul T. Dennison, president of 
'Minnesota Rubber & Gasket, be- 
lieves this unusual approach will 
_do a lot to add “zip” to industrial 
advertising and believes the ads 
will be more effective in series 
‘form than as one-shot displays. 

| “T think it raises the plane of 
this kind of advertising,” Mr. Den- 
/nison said. “It brings a high fash- 
ion background to a mechanical 
|product. The copy was checked 
carefully to eliminate the bombast 


Advertisers have invested $592,559.14 in the April issue of 
PARENTS’, highest in our April-issue history. And it’s all part of 


the record-breaking pattern which has characterized PARENTS’ 
’ ‘and boastful language usually 
MAGAZINE’s steady growth. ‘found in business paper ads.” 


Circulation hit an all-time high of 1,500,000 in 1953—will soar a aro "aoe 


. ‘confident the company isn’t 
to 1,625,000, effective September, 1954. “throwing money out of the win- 


ag “MOTHERS (35 and under) dow.” 
is sernentening revenue in 1953 skyrocketed to a peak of a ae The canpeign, which is budget- 
$5,470,464.06! And revenue for the first quarter of 1954 has exceeded ed at close to $12,000, started in the 
the figures for the corresponding period in 1953! March isgues of Applied Hydraul- 
: . ics and Machine Design. Other in- 
There are two basic reasons for this pyramiding proof of advertiser | _dustrial publications which will 
acceptance : , ° add the high fashion look are 
PARENTS’ MAGAZINE.....66.8% secant tanammeuneal= hte. 
ot : : : ‘tronics and Product Engineering. 
es & PARENTS’ is the only major magazine whose circula- ae 
rohecton Gunsentenres 100% in families with children—biggest Average of 4 leading Theurer to Associated Ad 
buyers of virtually all products and services. women’s mogazines........... 33.5% Paul L. Theurer, formerly editor 
of the Minneapolis News, a weekly, 
PARENTS’ has agg in 00 — 
rea f Agency, inneapolis, where he 
A, phd ches a greater percentage of young MOTHERS (36 through 45) Sik ccs Ee preparation #0 
ers (35 and under) who buy the most. (See charts else- production of periodical publica- 
where in this ad.) tions handled by the agency, in- 
cluding house organs and bro- 
B chures. He also will serve as an 
ecause you want the most for your advertising dollars, your adver- PARENTS’ MAGAZINE.... 23.5% SCCGUS execttive. 
tising belongs in PARENTS’ MAGAZINE. 
a Mullins Promotes Nelson 
Richard Nelson, a member of the 
A f 4 leadi public relations department since 
PS onan then ‘eieasduae 13.6% 1944, has been promoted to public 
& | ocak at i kis relations director of Mullins Mfg. 
F 7 " Corp., Warren, O., maker of 
x Guide te the liv UNMARRIED WOMEN AND | Youngstown kitchens. He succeeds 
" * o ¥ E ee OLDER MOTHERS (46 and over) | A. D. LeMonte, who has taken a 
F ie and buying habits MEN consumer confidence, new position in New York. 
Ns ot 1,625,000" mothers [S02 °:.55) * parks vtume 3 Sharkey Joins Pfaus-Finkl 
oe with 3,250,000 chil arkey Joins Pfaus-Finkle 
f js . mate PARENTS sales. Ask about Peter Sharkey, formerly adver- 
is : —over 5,000,000 eo. «la its use for PARENTS’ MAGAZINE....... 9.7 0 tising and sales promotion man- 
ie “i dersh by ped ager for Goldberg’s Department 
oe at Bow maa a 7 Jou products. rs #s SKK Stores in Trenton and Morrisville, 
Vee Spe N. J., has been named an account 
PAREN . nderbi Average of 4 leading executive of Pfaus-Finkle, Trenton 
wnt TS MAGAZINE ce oe Yack V7, U. ; women's mogarines...... 92.9 Yo and East Orange. He will handle 
SEES ae Ae ale, the Levittown Businessmen’s Assn. 
account. 
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Advertising Age, March 15, 1954 


Newspapers Still 
Best Media for 


Advertiser: Bowen 


Cuicaco, March 9—Newspapers 
will always be the most effective 
method for an advertiser to get his 
message to the public. 

This is the opinion of Stephen G. 
Bowen, media director of Tatham- 
Laird Inc., who today addressed 
the Newspaper Representatives 
Assn. of Chicago. 

Mr. Bowen said there is no con- 
sumer magazine that reaches more 
than 25% of a market, while in 
many areas, a newspaper is seen 
by all or nearly all of the families 
in a community. He especially 
praised the coverage of the small 
town newspaper, but added that 
even metropolitan newspapers 
reach more families than any other 
type of media. 


® Television, he said, is “tough 
competition because it is show 
business.” But he pointed out that 
people tire of television, while they 
continue reading their daily news- 
paper. 

Mr. Bowen discounted the theory 
that tv captures the minds of view- 
ers, and said: “Surveys show that 
at best only 41% of the people 
viewing a program pay attention to 
commercials. With the addition of 
new stations, the market will be 
further divided. We must remem- 
ber that everyone reads the news- 
paper—whether he likes slapstick, 
drama, music or sports.” 


Pineapple Growers to Boost 
Ham and Pineapple in Spring 

Ham with pineapple will be fea- 
tured during April in advertising 
by the Pineapple Growers Assn. 
via J. Walter Thompson Co., San 
Francisco. Full-color ads will run 
in April in Better Homes & Gar- 
dens, Ladies’ Home Journal, Life, | 
McCall’s, The Saturday Evening | 
Post, Sunset Magazine, and Wom- | 
an’s Home Companion; in May in| 
Farm Journal and Modern Ro- 
mances and in June in Good 
Housekeeping and Today’s Woman. 

The New York News Sunday 
Roto Section and This Week Maga- 
zine also will carry the campaign, 
which will be launched to take 
advantage of Easter menu plan- 
ning. 


Graphic Arts Scholarships 
Established at Columbia U. 

Two full-tuition scholarships in 
graphic arts have been established 
at Columbia University, New York, 
following an initial gift of $7,200 
by Ullman Co., Brooklyn printer 
of_plastic products. 

Known as the Irwin Strasburger 
scholarships, the first will be 
granted this fall, with another to 
follow at the same time in 1955. 
Awards are based on competitive 
examinations given to high school 
students, but preference will be 
given to children of Ullman em- 
ployes. 


Schultz Appoints Dyrenforth 

L. Y. Dyrenforth Jr., formerly a 
member of the advertising staff of 
the Tampa Morning Tribune, has 
been named sales manager of 
Tommy Schultz Inc., Atlanta ad- 
vertising specialty company. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
Columbus Circle * CO 5 8088 
33 W. 60 ST., N.Y. 23, N.Y. 


“Over a Quarter Century 
of Dependable Service” 


The Times-Union Goes " 


A Step 


in Albany 


e _-—— — 


— 
> amon oe ” 
— 
—_— oa———— 
—_ 


Further 


Besides its responsive, 


dominant circulation, the Albany 


Times-Union goes a step further 


to make advertising in 


its pages sell harder. 
s 


In the direction of Merchandising 


the Times-Union provides: 


Advertised products are featured on the Pru- 
dence Penny TV show. This Times-Union ex- 
clusive is telecast every Thursday over WRGB, 
the area’s only V.H.F. TV channel. 


Friday “Features for Women” are live articles 
written by Prudence Penny and other known fea- 
ture writers. Articles and photos in this section | 
thrill the imaginations of Albany’s vivacious = 


homemakers. 


Times-Union Window Display spotlights adver- 


tised merchandise in a location where it’s seen 


dJaily by hundreds of shoppers. This window is 


available to national advertisers. 


Grocery Store Panel of key independent grocers 
serves as a barometer of what is and can happen 
to the sales of your product in Albany. Experi- 
enced fieldmen are available to help solve na- ‘ 
tional advertisers specific sales problems among 
the panel stores which represent 60% of all gro- 


cery sales in the market. 


Albany Times-Union 


Represented Nationally by 
HEARST ADVERTISING SERVICE 
, 


at 


KEEP YOUR EYE ON ALBANY... , 
YOUR ADVERTISING IN THE TIMES-UNION 
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® IF YOU SHOULD ENTER A HOSPITAL for observation, 
you’d be heartened to know what happens in your behalf. 


You’d be questioned for every fact in your medical history. You’d 
be examined meticulously, tip to toe. A battery of specialists would 
interpret the evidence, each in the light of his own particular learn- 
ing. Then the opinions of all would be integrated into a sure and 
enlightened course of action. 


Symptoms Alone Not Enough 


Medicine, law, chemistry, business—in this complex age, mature 
minds recognize the need for specialized authority in every field of 
human affairs. 


It is a need which is especially felt in the field of 
news communication. 


By virtue of its ever-pressing immediacy, news reporting can only 
give the immediate facts, the symptoms. But where to look for the 
whole picture? .. . the all-indicative ‘‘events leading up to the inci- 
dent’’?...the impact on related areas?...and appraisal of what lies 
ahead to spur or check the likely outcome? 


Takes Many Specialists, Too 


Answering the vital questions the news alone leaves unanswered is 
the unique and essential service performed by Newsweek Magazine. 


Here, through the eyes of many specialists with unmatched years in 
the profession of news interpretation, you see not only what has hap- 
pened, but the background forces and personalities, and the probable 
course ahead. 


The value of this service and its great impact on national thought is 
indicated by the character and number of Newsweek’s readers. Nine 
out of ten are people of stature in business, industry, the professions 
and government. 


The Magnet That Pulls...and Pulls...and Pulls 


The unmatched news insight supplied by NEWSWEEK attracts a 
steadily increasing number of thinking Americans. 


NEWSWEEK’s circulation, now at its all-time high, numbers well over 
950,000—representing an average bonus to advertisers of more 
than 50,000 above the 1954 guarantee. 


The Magazine of News Significance 
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Third of Colgate’s 
Volume Comes from 


Overseas Business 


New York, March 9—Colgate- | 
Palmolive International Inc. sold | 
more than $150,000,000 worth of | 
products in international markets 
in 1953 and its profits exceeded | 
$10,000,000, William B. Fergusson, | 
v.p. in charge of the company’s ad- 
vertising, told the International 
Advertising Assn. last week. 

Mr. Fergusson attributed the. 
company’s steady rise in sales and | 
profits to four things: “The right) 
product, adequate distribution, 
sampling, and consistent dominant 
advertising, telling the same mes- | 
sage over and over again.” 

Mr. Fergusson added, “American | 
methods and advertising themes 
still pay off, provided that they are. 
adapted to local conditions and | 
customs.” 


= Colgate’s farflung foreign pro- 
motion operates 29 subsidiary com-. 
panies and branches outside the. 
U. S., which have 10,000 local em-_ 
ployes. Foreign sales represent) 
“one-third of the parent company’s | 
(Arne, and profit d Co.) total vol-| 
me, and profits derived approxi-| 
mate one-half of the parent com-) 
pany’s total, Mr. Fergusson said. | 

“Total advertising appropriation | 
for CPI’s 29 subsidiaries and. 
branches today exceeds total 1930 | 
sales of $21,000,000 by several mil- | 
lion dollars,” Mr. Fergusson said.) 
“In Latin American countries, 
where illiteracy is high, the bulk 
of our media money is invested in 
radio and tv.” Outside the U. S., 
he explained, the company broad- 
casts over 700 different radio pro- 
grams each week. 

“In some countries we have our 
own radio producers, writers and 
directors. These are in countries 
where we have pioneered to some 
extent in radio. But now that 
agencies are available abroad, our 
policy is to work more closely with 
advertising agencies, and I am hap- 
py to say that we now use more 
than 25 advertising agencies. 


# “As an old agency man, I may 
be a little biased, but in my opinion 
you have to use good agencies, 
learn how to work with them and 
give them as much encouragement 


as you can in the way of complete |, 


information about your business. 
Our agencies are partners in our 
business,’”’ Mr. Fergusson said. 


Fox Cities Coverage... 
93 cartier delivered 


F STANDARD RATE 
, & DATA SERVICE 


APPLETON (™s) 


' Touching on synthetic detergents 
‘and “the fast and furious battles” 
that have been waged in the U. S., 
Mr. Fergusson said, “The echoes of 
‘these battles are being heard over- 
| Seas, and today there is consider- 
|able jockeying for position in vari- 
|ous important markets. Our com- 
pany has new detergent plants in 
Mexico, Cuba and Canada, and 
others are planned. 

“As we see it,’ he concluded, 


'“American business and the Amer- 


ican people have a vital stake in 
international markets. Successful 
products and the sale of quality 
goods in foreign countries bring 
appreciable returns on _ invest- 
ments. They also foster the growth 
of free trade through the purchase 
and use of raw materials and im- 
prove living standards of con- 
sumers everywhere.” 


Chicago Musicians Get Raise 
A 10% pay raise has been given 


to 400 Chicago staff musicians at 
American Broadcasting Co., Co- 
lumbia Broadcasting System, Na- 
tional Broadcasting Co. and WGN 
in Chicago. Officials of Local 10, 
AFL Musicians Union, said the in- 
creases would be retroactive to 
Feb. 1. The contract runs for five 
years. 


Farrell to Bogner & Martin 
Edmund Farrell, formerly with 
the Home News and Sunday Times, 
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New Brunswick, N. J., has joined 
the New York office of Bogner & 
Martin, newspaper representative. 


Two Join Rockmore Co. 

Lillian E. Gray, formerly copy 
chief of Harper’s Bazaar, has been 
named assistant copy chief of 
Rockmore Co., New York. Frank J. 
Tozzi, previously in the produc- 
tion department of R. H. Macy & 
Co., has joined the agency as pro- 
duction assistant. 


PosT-CRESCENT 
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Milk Group Turns 
Down Cow-Fee Idea:. 
Names ver Standig 


WASHINGTON, March 10—Even 

| though everybody drank a lot of 

“Cow-Fee,” House & Gerstin didn’t 

get the Maryland-Virginia Milk 
Producers® account. 

H&G and Cow-Fee remained in 

the running for the account after 


NS mae 


30 other agencies were eliminated, 
but the association announced yes- 
terday that M. Belmont ver Stan- 
dig Advertising, Washington, 
would handle its account. 

House & Gerstin built its pitch 
for the account around the in- 
vention of a new drink made up of 
milk poured over instant coffee 
(AA, Feb. 15). It didn’t claim the 
concoction cut coffee prices, but 
stoutly maintained that Cow-Fee 
would certainly boost milk sales. 


The agency pointed out that 
teen-agers and others could be in- 
duced to drink a lot more milk if 
the milk association entrusted its 
promotion to an agency with ideas 
like Cow-Fee. 


Goes Elected President 
Charles B. Goes Jr. has been 
elected president of Goes Litho- 


New Credit Plan Offered 

A new restaurant credit plan 
has been formed called Golden 
Key System Inc., 295 Madison 
Ave., New York 17. Members will 
get an actual 14-karat golden key 
with their serial number inscribed 


restaurants in the plan. A nominal 


upon it which may be presented to | 


registration fee is made for life. 


graphing Co., Chicago, which is|membership in the plan and no | 


celebrating its 75th anniversary further charges or dues of any 
this year. |kind will be made. 


WEAA-TV 
KOA-TV . 
WICU .. 
KPRC-TV 


KSTP-TV 
WSM-TV 


can use! 


WSB-TV. eeesese 
WBAL-TV . eeees 


KARK-TV*. eeee 
KABC-TV eeee#e 


Local TV newscasts are just about the most consistently 


listened to programs in any market. 


They rate right up there with the best of the network 
programs. But what gets them their audience...and holds 
that audience...is not only the national and international 

news, important as it is. It’s the news of the fire on South 
Street ... the fact that little Mary Jones has been found in 

MacComb’s swamp after being missing for five hours 
... the human interest items that happen right in 


the listener’s own back yard. 


There’s no better way of selling a product than 
by the sponsorship of a local newscast. It has-a regular 
audience day in and day out. It’s a receptive 


audience... and it’s a buying audience. 


Atlanta WABC-TV. .... New York 
Baltimore WTAR-TV..... Norfolk 
» » « « « Dallas KMTV.....+s 2+ Omaha 
«ee « » Denver WTVH-TV 2. Peoria 
eccece Erie WENS ...... Pittsburgh 
» « « « «e Houston WOAI-TV.... » San Antonio 


KFMB-TV eeees 
KGO-TV eeeeea 
M’p’l’s-St. Paul KOTV. eeeeee 
Nashville KEDD.....6- 


*In operation on or about April 18 


Little Rock San Diego 
Los Angeles 
Tulsa 


Wichita 


San Francisco 


| 
| 


! 


_E 


ARTHUR E. DURAM has been named v.p. 
in charge of national radio and tv opera- 
tions for Fuller & Smith & Ross, New York. 
Previously with CBS, he joined the agency 
in December, 1952, as radio-tv director. 


TV Antenna Kits Are Offered 

Admiral Corp., Chicago, has 
added nine do-it-yourself outdoor 
tv antenna kits to its accessories 
line. The kits retail at $13.95 and 
contain everything needed to put 
up an outdoor antenna. 


WHEN YOU APPROACH 
‘THE POINT OF DECISION 


| Decisions relating to advertising 
| and marketing procedures are often 
_ based on information furnished by 

ACB Newspaper Research Services. 
_ Thus, the accuracy and promptness 
_ of these services is highly important. 

ACB checks more than $2 billion 
worth of space a year in the nation’s 
1,750 daily newspapers. The serv- 
ices it furnishes to more than 1,100 
merchandiser clients is maintained 
on a basis of better than 95% ac- 
| curacy. 

This is a highly developed spe- 
_cialty. Each ACB reader specializes 
on a specified group of papers and 
is thoroughly familiar with the re- 
tail stores and the brands they 
advertise. 

Special safeguards insure that 
every issue of every paper is read 
.and triple-checked for accuracy. 
/You can make decisions with con- 
fidence when they are based on ACB 

Newspaper Research. 
| Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
| ing; complete directory of dailies; 


U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
| 18 S. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphi 
51 First St. * San Francisco 5 


ee ee aes 
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Appoints Tilds & Cantz FC&B Names Pambrun A. E. 
Budget Finance Plan, Los ee Leo B. (Lee) Pambrun, formerly 
geles, has named Tilds & Cantz, an account executive for Young & 
Los Angeles, to handle its adver- Rubicam, New York, has joined the 
tising. The company has 34 branch Los Angeles staff of Foote, Cone & 
offices from coast to coast. ‘Belding as an account executive. 


Cubana Airlines to Chambre Names Harris McKinney Inc. 
Cubana Airlines has named | Eastern Rotorcraft Corp., 

Chambre’ Advertising Agency, Doylestown, Pa., has appointed 

Miami and New York, to handle Harris D. McKinney Inc., Phila- 


Department Store Sales... 


WasHINGTON, March 11—Depart- 
ment store sales in the U. S. lagged 
11% for the week ended March 6, 
compared with figures for the cor- 
responding week of 1953. This is 
the first time this year that weekly 


its advertising in the U. S. | delphia, to handle its advertising. 


> 
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Matchless color reproductions of food controlled 
and perfected by skilled hands in the world’s 
finest carbro laboratory. 


CHARLES F KUONI STUDIO 
Che Plcisqraphy- 


61 WEST ERIE CHICAGO 11 ¢ Telephone SU 7-4483-4 
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sales dropped substantially behind 
|last year’s level. 
| According to the Federal Re- 
‘serve Board’s report, sales from 
‘Jan. 1 to March 6 were 2% behind 
the corresponding period of 1953. 
Sales lagged 3% for the week 
ended Feb. 27, but had risen 1% 
for the week ended Feb. 20. 
Some of the sales decline was 
attributed to the fact that Easter 
came earlier in 1953 and Easter 
promotions were started in early 
March. A 32% sales decline in the 
Cleveland district and a 14% drop 
in the Chicago district were due in 
part to heavy snowfalls. 
Sales continued to 


decline 


Weekly Sales Drop 11% Behind 1953 


sharply in Detroit where a 26% 
drop was reported for the March 6 
week. The Federal Reserve Board 
reported that widespread unem- 
ployment from layoffs in the auto- 
motive industry has hampered 
business in general throughout the 
Detroit area. 

Some of the other districts where 
declining sales were most notice- 
able were Atlanta with a 17% drop 
and Philadelphia with a 16% drop. 
All districts in the country re- 
ported sales declines for the March 
6 week. 


% Change from ’53 
Week Ended 
Federal Reserve Feb. Feb. 
District, Area, and City 20 27 
UNITED STATES ................. rl —3 
Boston District .................... 4 A 
Metropolitan Areas 
se ee 6 4 
Downtown Boston ........ a —4 
CORMTITNGD snc discicsccissiscesee 11 —7 
Lowell-Lawrence _......... --8 —1l1 


—FOR 


= FOR 


Most Helpful To Farmers 
Because of Their 
LOCALIZED Editorial 
Policy, The State Farm 
Quad Magazines Are The 
RIGHT SALES MEDIUM 
In The Billion Dollar Farm Market Of 


WASHINGTON, OREGON, IDAHO AND UTAH 


If your advertising is meant to get farm business, 
give it the advantage of working for you through 
the media that have the maximum acceptance 
among people whose business is farming—STATE 
FARM MAGAZINES. 


In the billion-dollar farm market of the Pacific 
Northwest, your advertising reaches its biggest and 
most receptive audience when it appears in The 
Washington Farmer, The Oregon Farmer, The 
Idaho Farmer, and The Utah Farmer. 


For more than sixty years, Pacific Northwest 
farmers have read and relied on their home-state 


Rca 
IN THE PACIFIC NORTHWEST 
—FOR YOUR FARM CUSTOMERS 


YOUR DEALERS 
YOU 


GH 


NORTHWEST WHERE THE HOME-STATE FARM 


QUAD 


EQUIPMENT FOR HARVESTING 
SUGAR BEETS 


IN THE PACIFIC 


MAGAZINES ARE RIGHT FOR HAR- 
VESTING GREATER SALES. 


Farm Quad magazines for the LOCALIZED agri- 
cultural news and information most interesting and 
useful to them. Devoted exclusively to crops and 
conditions within the states they serve, the Farm 
Quad magazines deal with sugar beets—not sugar- 
cane; peas — not peanuts; apples — not pineapples; 
and wool rather than cotton. 


As your Pacific Northwest dealers well know, 
the LOCAL TOUCH that makes the Farm Quad 
magazines most helpful to their readers very 
naturally makes them the most effective media for 
building demand for your product at the LOCAL 
LEVEL—where all sales are made. 


FARM LIVING STANDARDS HIGH IN THE PACIFIC NORTHWEST 


17% more farms have e 


‘ 
THE BILLION DOLLAR 
FARM QUAD MARKET 


41% more forms have telephones 


23% more farms have electric washers 
133% more farms have electric water heaters 


COMPARED WITH NATIONAL AVERAGES 


23% more farms have automobiles 
51% more farms have motor trucks 
29% more farms have tractors 

13% more farms have grain combines 


lectricity 


ADVERTISING REPRESENTATIVES 


Western Associated Farm Papers, Chicago, New York, Sen Frencisce 


GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Pertiond, Boise, Salt Loke City 
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Department Store 
Sales Barometer 
Change from 1953 


—2% 
—11% 
Week Jan. 1 
Ended to 
March 6, 1954 March 6, 1954 
Cities 
pn. ae eer 7 0 
PrOVideNCe  ...........::.cceeeseees —1 -6 
New York District ............ rl 0 
Metropolitan Areas 
PIII. icaicsicsvasiactentqunideonnies 2 1 
IIE :<icsareinccsdceaibdetannbics 11 ll 
SNEED cicosceceenssssonetonsictins —l1 2 
Cities 
BD WEEE cecssasrncersasestones 1 —2 
RII. isbisahcasetsecasientatoticins r2 6 
Philadelphia District ........ r—4 --9 
City 
Philadelphia _ .............00. r—2 —10 
Cleveland District ............ rl —s 
Metropolitan Areas 
PIII | « Liashtswsdtrdidnciesbiinsnaeinles 2 —12 
NINN: © <socecsosccanenciooscenics 0 8 
RINE seksesssecsscsccererttatoens 2 8 
IID crascidconstesivesastins 1 —1 
; ren 1 —l1 
Erie 0 —6 
City 
ee . ° 
Richmond District. ............. r3 —! 
Metropolitan Areas 
WN, assccsacsesveessceeses 9 --l 
Downtown : 
Washington ............::0000 6 —5 
PI essanecnccionserisesviasssin 1 4 
FRSC ovvecncccicscesicersoseses —2 —6 
Atlanta District .................... 12 1 
Metropolitan Areas 
Birmingham 3 
THERIOT VIS ..ceccccecssccsserssee —7 
IEE sniabethscninbessinreinantesenen bd 
PREG cb cdtienisicccmns —4 
BAIR.’ haxcavcccinsvice —13 
New Orleans .. 25 
Nashville .............. --8 
Chicago District —_7 
Metropolitan Areas 
Chicago ......... 7 --5 
Indianapolis 3 -—8 
Detroit. .......... —-6 —12 
Milwaukee .......... 8 —1 
St: Lowis District .... 1 at 
Metropolitan Areas 
BARON, BONNE cnsercssccssicenecies 6 —7T 
Louisville... —1 —6 
St. Louis . 3 —3 
Memphis . —6 14 
Minneapolis District ........ r20 —3 
Metropolitan Areas 
Minneapolis-St. Paul .. ® bd 
Minneapolis City ........ 28 —3 
es BN GR cssssneestcensce bd bd 
Cities 
Duluth-Superior _............ --8 —b 
Kansas City District ........ 3 Seat 
Metropolitan Areas 
BIEN. <icinsensotesessensaantsbsinies 3 ~-9 
IER, \Adasadeaahnlntatbieceesinenenten —3 —12 
MIN Witasiecssehisinimmaeisaotees r—8 —8 
ne SID idnsscceruiconiveicartinns 0 ° 
Albuquerque ................... —19 —18 
Oklahoma City ............... —9 —12 
IID Uiiididethinnatécteiinieateyeateers —7 0 
City . 
OS eee —5 —6 
Dallas District ............:cc0000 —-1 0 
Metropolitan Areas 
III: sdhisniecaiscastvcsnsenelenioteesaat —-2 6 
i eee 2 —16 
BMS EEND: gesctctrscecesscorsenses r—7 --7 
PIER, tinseiccscnicicecinsqcetouseeds 4 6 
TTD TRIBES onccosecccccesscsveses a) —14 
San Francisco District .... r—I _5 
Metropolitan Areas 
Be), SII prscenisancnscibians 2 —3 
Downtown 
Los Angeles ................ 2 —3 
Westside 
Los Angeles ................. —-2 0 
en 7 --7 
San Francisco-Oakland —6 —3 
San Francisco City .... a4 2 
Oakland City ............... —10 —13 
PE I: cncsivsiveserintaseerveetein —l —16 
IEE . sssdhccerseitsccetiocndiiediin —l1 —9 
Salt Lake City ................. —18 —13 
ee eee —§5 —7 
TIED ., dectatenscinncdtipdinnstins 9 —13 
I: sein ricicacecchisstinain,: serine —5 —7 
r—Revised. a 


*—-Data not available. 


Stewart Jurist Joins DMAA 


Stewart S. Jurist, formerly sub- 
scription promotion manager of 
Fawcett Publications, Greenwich, 
Conn., has joined the Direct Mail 
Advertising Assn., New York, as 


|assistant managing director. 


Brewer to Make Soft Drinks 


Van Merritt Brewing Co., Bur- 
lington, Wis., has organized Van 
Merritt Beverage Co., which will 
market a line of soft drinks start- 
ing in April. The drinks will be in 
12-oz. lithographed cans. 
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$1,200,000 Budget 
Backs Tea Council 
Campaign This Year 


New York, March 9—rhe Tea 
Council will increase its advertis- 
ing budget about $200,000 this 
year, bringing it to $1,200,000, and 
will continue to place most of its 
advertising outlay in television. 

Anthony Hyde, executive direc- 
tor of the council, told AA 
that tea sales continue to climb. 
The council’s index of packer sales 
showed an increase of 22% for 
January, 1954, over January, 1953, 
representing the biggest single 
monthly gain in U. S. tea history. 

Packer sales were up 15.7% 
from November through January, 
and were up 10.5% for the past 
12 months. 

In releasing these figures, Mr. 
Hyde emphasized that these sales 
records are part of a continuing 
trend and indicate a growing taste 
for tea in the U. S. 


w “Retail grocery sales of tea in 
53 were 6.5% above ’52, which, 
in turn, was 6% above the previ- 
ous year,” he said. “In other 
words, U. S. tea consumption has 
risen 20,000,000 lbs. in the last 
five years.” 

The swing to tea, Mr. Hyde be- 
lieves, is largely due to the coun- 
cil’s vigorous promotion during 
the past few years. During 1949, 
°50 and ’51, he said, tea consump- 
tion in the U. S. held pretty 
steady. But the past two years 
have seen increases of 6% and 7%, 
respectively. 

Admitting that the current price 
of coffee may have had some ef- 
fect on tea consumption, Mr. Hyde 
is inclined to believe that more 
people are sold on the merits of 
tea than formerly. In 1951 there 
was an upswing in coffee prices, 
he points out, but no increase in 
tea consumption. 

The cumulative effect of the 
council’s advertising and promo- 
tion, he says, is beginning to pay 
off. That is why the council is 
increasing its advertising budget 
and why it will continue intensive 
promotion at retail and consumer 
levels to teach restaurateurs and 
housewives how to prepare tea 
properly. 

Leo Burnett Co., Chicago, is the 
Tea Council agency. 


BBDO Elects Seven V. P.s 
in Four of Its Offices 

Batten, Barton, Durstine & Os- 
born has named seven v.p.s. They 
are McDonald Gillespie, account 
executive; Whitman Hobbs, copy 
group head; Clifford Sutter, ac- 
count supervisor; Bobb Chaney, 
assistant manager of the Minnea- 
polis office; Paul Russell, account 
supervisor; William Gillen, ac- 
count supervisor, and Walter Tib- 
bals, director of tv production op- 
erations. 

Messrs. Gillespie, Hobbs and 
Sutter are in New York, while 
Messrs. Chaney and Russell are in 
Minneapolis. Mr. Gillen works 
in Chicago and Mr. Tibbals in 
Hollywood. 


$100,000,000 in Ads Placed 


More than $100,000,000 worth of 
traceable public service advertis- 
ing supported 18 campaigns of the 
Advertising Council in 1953, ac- 
cording to T. S. Repplier, presi- 
dent. It was the eighth consecu- 
tive year that business contribu- 
tions went over that figure. 


To Hunter-Tewksbury Co. 

Christian Herald has named 
Hunter-Tewksbury Co., Los An- 
geles and San Francisco, to repre- 
sent it. 


Harry Patz Co. Moves 


Harry J. Patz Co., Baltimore, 
has moved to 16 W. Madison St. 


Radio-TV-Appliance Retailers’ 
Failures Rise in 1953 

Business failures in 1953 of ra- 
dio, television and appliance re- 
tailers were more than one and a 
half times greater than they were 
in 1952, according to Dun & Brad- 
street. 

The number of failures rose 
from 210 in 1952 to 348 last year. 
Liabilities jumped from $5,486,000 
in 1952 to $15,955,000 in 1953. The 
rate of failures per 10,000 busi- 


nesses was also greater—116 last 
year compared with 70 for the. 
previous year. 


—— rr 


(t4 great 
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Koobrick Research to Parker 

Koobrick Research Corp., Phila- 
delphia, has appointed Parker Ad- 
vertising, Washington, to handle 
its new reducing product, Slendez. 
Full and half-page ads, radio and 
tv spots are being used in Wash- 
ington, Miami, Philadelphia, De- 
troit and Cleveland. 


WEBSTER fr DISTINCTIVE OUTDOOR ADVERTISING 
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do you 
know? 


"MORE THAN 500,000 PEOPLE IN CANADA'S RICHEST MARKET READ THE TELEGRAM 


on lit cod 


NO. 5 IN A SERIES 
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There are only 8 U.S. 
cities with a greater 
Retail Sales Volume 
than Toronto 
(source: Sales 
Management) 


222,000 buyers in every walk 
of life read THE TELEGRAM as 
their only daily newspaper 


A recent *survey of Metropolitan Toronto and 
retail trading zone shows that 222,000 people, 
over 15 years of age, read The Telegram as their 
only daily newspaper. 

The Telegram alone can reach this exclusive 
number of prospects (more than the entire popu- 
lation of Salt Lake City, Utah.) So for maximum 
results in your Canadian advertising, be sure to 
use The Telegram. 


@ Uae TELEGRAM 


DAILY PLUS WEEKEND 
TORONTO 1, CANADA 


O'Mara & Ormshee, INC., 420 Lexington Ave., New York, N.Y. 
640 New Centre Bidg., Detroit, Michigan. 
Wacker Building, 221 North LaSalle Street, Chicago, Ill. 
612 South Flower Street, Los Angeles, California. 
Russ Building, 235 Montgomery Street, San Francisco, California. 


W. E. Browning, 1106 Dominion Sq. Building, Montreal, Que. 


"scot *Daniel Starch and Staff (Represented in Canada by Gruneau Research Ltd.) 
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A back porch message to John Orr Young, 


WESTPORT | 
ANID on ofl 


NU 


owes | 
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“WAITING FOR THE 6:12'' BY HARDIE GRAMATKY, WESTPORT ARTIST 


Kirk Greiner, Neal Hathaway, Hal James, 


Grayson Lathrop, John Upton and 


* John Orr Young says that more advertising men make their homes in the Westport-Fairfield, Conn. area, than any place of 
comparable size in the United States. The temptation was too much for us. We just had to talk to these people through their 
hometown papers, and we did... via the Westporter-Herald and the Fairfield County Fair. The ad is reproduced on these 
two pages. We hope it will be equally interesting to you... whether you live in Westport or Winnetka, Bryn Mawr or 
Beverly Hills. 


Gordon Ackland, Julian Brodie, Sherman Ellis, 


391 other advertising natives* 
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To you, John, first, because you started it all. You said, 
remember, that more advertising people live in the West- 
port-F airfield area than in any of comparable size in the 
United States. All right, we’re taking you at your word, 
and dropping this note by your milk bottles. 


To all of you, the advertising “400”—well, you simply 
ought to know more about Nation’s Business, if for no 
other reason than so many businessmen in Westport, 
Greenwich, Darien, Fairfield, New Canaan, Stratford 
and thereabouts, buy it and read it. We’re sure you must 
know many of them. They’re your neighbors. You see 
them at church. Some are local big wheels—bank presi- 
dents, heads of hometown businesses, town officials. Some 
you see on the train every day. You serve on the local 
school board with them. Work on charity drives. The 
hospital committee. They’re all pretty active people. 


There are probably more Nation’s Business readers 
right in your own backyard than you’d ever guess... . 
because more executives everywhere read NB than read 
any other business magazine. Almost 800,000. And 
735,000 of them pay to get it—$18 for three years. The 
others get it as part of their companies’ dues to the U. S. 
Chamber of Commerce. Nation’s Business serves big 
business, small business, all business . . . wherever busi- 
ness is being done. 


Been doing pretty well lately, too, and you ought to 
know about that. March issue, just out, is the biggest 
since 1946. You won’t remember the figures (because 
advertising men never do) but we’re up 15% this quar- 
ter over a year ago, and that was up over the year before, 
and the year before that, ditto. That’s better than some 
of the other good books in our busy field. 


What you will remember, however—if you'll only do 
it—is what and who are in this March issue we are so 
un-modest about... if you’ll just pick up your copy, 
and read it. If we’ve been mailing it to you at the office, 
maybe you'd prefer to get it at home. It’s good home 


reading—because, first off, it’s a monthly and doesn’t 


rush you into reading it. Then, too, it’s comfortable to 
read. If “We Are Wasting Our Urban Wealth” on 
Page 32 isn’t your cup of tea, try the story on the fan- 
tastic business of “Rain Making” on Page 64. If you 
put “Indiana’s Revolt” on Page 23 aside for later ref- 
erence, skip further front in the book to Felix Morley 
or Ed Folliard or R. L. Duffus, and relax. There’s a 
balance here, to suit not only your needs but your moods. 


We warn you, if you do open Nation’s Business and read 
it, it will just sneak up and sell you on itself as a top 
drawer advertising medium before you know it. 


Come to think of it, it’s a rare magazine that can get 
men like C. L. Allen, President of Aetna Insurance; 
David Kennedy, President of Kentile; FE. C. Ware- 
heim, President of Commercial Credit; Melvin Baker, 
Board Chairman of National Gypsum; Robert Morse, 
President of F'airbanks-Morse; Paul Neff, Chief Execu- 
tive of the Missouri-Pacific (and we'll gladly send you 
a long list of others if you’d like) to say, “I read Nation’s 
Business. My company advertises in Nation’s Business.” 


The new NB is fresh as a scrubbed youngster a second 
out of the tub... modernly illustrated, edited with a wise 
hand, handsomely dressed, well printed. Written to be 
read and enjoyed—and used, we should emphasize. 


Its latent power is startling. A page a month in it for 
a year multiplies out to 9,600,000 mass advertising im- 
pressions on the richest market in the world—American 
business. Just wait till more buyers start discovering that. 


You ought to know Nation’s Business better. And like 
we said——once you open it and read it, you’re a done duck. 
You'll want to advertise in it! 


Nation’s Business 


a magazine for businessmen, Washington 6, D.C. 
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'Yonne says.. 


ALL 


So . . . advertise in the paper, where 
people look for all that’s going on 
in town... in the stores . . . in the 
streets . . . at the counters . . 
women's club . . . court house and 
schools. 

“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


Munson Inc. Launches $1,000,000 Consumer 
(Cemieten Plugging Its Greeting Card Line 


Istip, N. Y., March 9—Munson 
‘Inc., which claims to be the world’s 
largest producer of greeting cards 
‘and the prime supplier to the trade, 
will spend more than $1,000,000 
this year in consumer magazine 
and trade publication advertising. 
The budget, to be exact, is $1,- 
098,127.40. 

The first national consumer ads 
in the company’s 50-year history 
will be four-color spreads in Life 
(March 15 and April 26). The 
Life schedule will be eight inser- 
tions, including four-color pages 


-|in May and June, another four- 


color spread in September, and 
four-color pages in October, No- 
vember and December. 

When the fall and winter cam- 
paign is in full swing there will 
be four-color pages in Family Cir- 
cle, Good Housekeeping, Ladies’ 
Home Journal, Woman’s Day and 
Woman’s Home Companion, plus 


Three out of four anticipate 6% to 15% gain 


/ Automotive jobbers 
of South-Southwest expect 
"54 sales to exceed 53 


You seeking extra business in the 
automotive after-market can 


view the Southern picture with 
realistic optimism. 

Three out of four wholesalers 
in the South and Southwest ex- 
pect their sales volume for 1954 
to be above 1953. 

Only 12% expect a drop. 13% 
predict it will remain virtually 
the same as in 1953. 


These figures were compiled 
by SOUTHERN AUTOMOTIVE 
JOURNAL from a survey among 
350 wholesalers in cities through- 
out the 19 states of the South- 
Southwest. 


Comments are substantiated 
by three sound factors. (1) Since 
1946 Southern registrations have 
virtually doubled—the greatest 
increase of any major market. 
(2) The ever-increasing number 
of Southern cars now reaching 
the age when major repairs be- 
come necessary. (3) The annual 
influx of over 5 million vaca- 
tioning cars on Dixie highways. 
Share this prosperity. To spur use 
and sale of your products in the 
South-Southwest, your basic ad- 
vertising medium is SOUTHERN 
AUTOMOTIVE JOURNAL. 


Your ads in SAJ reach prac- 


75% 
SAY OVER 
53 


13% SAY 
ABOUT SAME 


12% 
SAY UNDER 


Here’s what Dixie’s automotive 
wholesalers say about 1954 sales 


tically all the jobbers... the 
worthwhile new car and truck 
dealers, garages, fleets and serv- 
ice stores in the South and South- 
west. Total readership is over 
30,300, giving you unequalled 
coverage of Dixie’s automotive 
outlets. Come—and prosper 
with us! ° 


NBP BPA ABC 


SOUTHERN 


AUTOMOTIVE 


JOURNAL 


806 Peachtree St., N.E., Atlanta, Ga. 


fractional b&w in The American 
Weekly and This Week Magazine. 


# In addition to magazine pro- 
motion, Munson will spend $250,- 
000 on tv spots in 30 prime markets 
this fall and winter. 

Munson already has launched a 
heavy sales program supported by 
trade advertising. Besides two- 
color ads slated for March, one- 
color pages are. scheduled January 
through December, excluding the 
three summer months, in Amer- 
ican Druggist, Chain Store Age, 
Drug Topics, Progressive Grocer 
and Supermarket Merchandising. 

March trade ads will be spreads 
saying Munson backs the greeting 
card industry with the biggest and 
most powerful national advertis- 
ing, highlighting the Life ad on the 
right-hand page and the Munson 
Carousel on the left. The carousel, 
a revolving self-service merchan- 
diser, holds a full choice of cards. 


= The company’s agency is Al- 
den Co., New York, formed in Jan- 
uary by John M. Alden, formerly 
exec. v.p. and general manager of 
Chas. Dallas Reach Co., New York. 
Mr. Alden resigned last June to 
form an advertising agency spe- 
cializing in marketing services and 
was invited to solicit the Munson 
account in November. Mr. Alden 
at one time was exec. v.p. of Biow 
Co. and before that was with J. 
Walter Thompson Co. 

The Munson account, the only 
one announced thus far by Alden 
Co., is based on research findings 
that the high traffic food and drug 
stores have not cashed in on the 
billion dollar greeting card and 
gift wrap business. Munson pro- 
duces 2,000,000 greeting cards 
daily. 


s Spearheading the campaign is 
Don Preuss, v.p. in charge of sales 
and advertising for Munson since 
November. Mr. Preuss formerly 
was national sales executive of In- 
ternational Latex Corp. ‘ 

Mr. Preuss created the Munson 
carousel idea and staffed a na- 
tional sales organization of 60 peo- 
ple which went out in the field in 
January. 

Munson researchers found that 
88% of all greeting cards sold now- 
adays are in the 15¢ range, so the 
company standardized its full line 
at this price. It also standardized 
the size of all its cards. They’re 
lithographed in from 10 to 18 col- 
ors on a six-color press, which 
Munson says is the only such ma- 
chine in the U. S. The firm handles 
each of 58 card-making steps at 
nine plants in Long Island and New 
Jersey. 


Heitfel Retires from Basford 


Eugene Heiffel, a v.p. and art 
director of G. M. Basford Co., New 
York, has retired after 20 years 
| with the agency. He will devote 
‘his time to personal interests in 
art, writing and teaching, but will 
|be retained by the agency as an 
independent art consultant. He 
joined the agency in 1934 as art 
,director, having previously been 
associated with Frank Seaman Co. 
and several advertising art studios. 
|He was made a v.p. in 1945. 


Gibraltar Appoints Kent 


| Mare Theodore Kent Jr. has. 


been appointed advertising co- 
ordinator for the display division 
of Gibraltar Corrugated Paper Co., 
North Bergen, N. J. He formerly 


was assistant to the v.p. at Einson-. 


Freeman Co., Long Island City, 
a - 


Lester Langer Opens Agency 


Lester Langer, general manager 
of the mail order division of 
Breck’s of Boston, has resigned, 
effective April 1, and will open 
|Lester Langer Advertising, in the 
|Brumder Bldg., Milwaukee 3. 


* 
\ i - 
More peuple send 
fee TELL 9), shan any other make im the world 


FIRST CONSUMER AD—Munson Inc., manufacturer of greeting cards, is running 
its first consumer campaign, starting with this full-color spread in Life. Women’s 
publications and newspaper supplements will be added to the schedule later. 


Alden Co., New York, is handling the million dollar Munson campaign. 


Doner & Co. Names Brandis 
Rolf W. Brandis, formerly with 


Doner & Co. 


Kadison Joins Walter Kaner 


Herbert Kadison has returned 
Schwimmer & Scott, Chicago, has|from active naval reserve service 
joined the Chicago office of W. B.|to join Walter Kaner Associates, 
New York. 


Gateway to fastest growing markets in U.S. 


To up your sales 
down in Dixie use the 
Smith publications 


. 


Advertising in the Smith publications helps your salesmen get 
bigger orders from Southern and Southwestern dealers. They help 
your salesmen open more new accounts in the South-Southwest. 
Smith publications can do this because they are the friendly 
“hometown” business journals of the South-Southwest. Their 
coverage and penetration of this market is infinitely greater. In 
big city and small, they place your advertising before thousands 
of prospects missed by trade journals of national distribution. 


You get 15,000 circulation guar- 
anteed monthly with SOUTHERN 
APPLIANCES, the “big size” jour- 
nal that covers the market selling 
35 to 40% of the nation’s house- 
hold appliances. Air-conditioner 
market over 3 times as good here! 


iY aad 


Third of your market! 32.6% of 
all U. S. dwelling units built last 
year were in states served by 
SOUTHERN BUILDING SUPPLIES. 
Over 10,000 copies monthly cover 
Dixie retail and wholesale lumber 
and building supply dealers. 


eg anne 


Southward industry! 
lions of dollars of Southern and 
Southwestern buying power un- 
touched by national journals. Use 
SOUTHERN POWER and INDUSTRY. 


Sells the textile industry. The most 
complete unit coverage and thor- 
ough penetration of U. S. textile 
buying power available is given you 
by TEXTILE INDUSTRIES. 


Hardware volume _ pin-pointed. 
Over 50% of the business here 
comes from dealers in South’s 
small cities and towns. SOUTHERN 
HARDWARE delivers the complete 
package for you, metropolitan, 
rural and urban. 


Sells the electrical contractors, 
distributors, inspectors, chief elec- 
tricians, engineers of the utilities, 
industrial and large service plants. 
To complete your national cover- 
age, add ELECTRICAL SOUTH’S 
12,000 monthly to your schedule. 


Reach mil- 


W. R. C. Smith Publications 
806 Peachtree St., N. E., Atlanta 5, Ga. 
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Industrial Ads Need 
Humanizing, John E. 
Tinker Tells CIAA 


Cuicaco, March 9—Industrial 
advertisers were told to “human- 
ize” their advertising and to elim- | 
inate “hot air and fluffy thinking” | 
by John E. Tinker Jr., v.p. and cre- 
ative director of McCann-Erickson | 
in New York. 

Mr. Tinker told the Chicago In- 
dustrial Advertisers Assn. last 
night that “too many ads today 
speak in a stiff-collared, corporate 
voice, with all the warmth and 
friendliness of a cold fried egg.” 

He laid down three basic funda- 
mentals for good advertising: 

1. The adman must believe in 
the truth of his claims. 

2. He must present these claims 
with simplicity. 

3. He must have a “sympathetic 
and human understanding of peo- 
ple.” 


= “To talk like people is to talk 
emotionally,” he said. He told of 
an old fruit vendor whose bananas 
sold “like crazy” because he told 
customers he was tired, his horse 
was even more tired and they both 
wanted to go home and rest. 

Another great selling point is 
sex, Mr. Tinker said. It talks even 
louder than money and should not 
be stinted by the advertisers, he 
said. 

“Industrial selling carries one of 
advertising’s heaviest responsibili- 
ties. It is our most exacting prob- 
lem and there can be no hot air or 
fluffy thinking, no dullness. All we 
need are fresh, human words that 
reach right out of the page, tele- 
vision set or salesman’s mouth and 
seize the heart and imagination,” 
he concluded. 


Agency Elects Officers, 
Adds Two More Accounts 


Milton J. Beckman has been re- 
elected president and board chair- 
man of Beckman, Hamilton & As- 
sociates, Los Angeles. Charles Gro- 
man has been named secretary, 
Ruth Beckman treasurer and Emil 
Reisman v.p. to succeed James E. 
Hamilton, who has given up active 
interest in the agency to devote 
time to other interests. Aaron Fef- 
ferman, who was treasurer, has re- 
tired to devote his time exclusively 
to the mail order business. 

Trewax Co., Culver City maker 
of industrial and household waxes 
and the El Mirado Hotel, Palm 
Springs, Cal., have named the 
agency to handle their advertising. 


Hellenthal to Clark & Elkus 


Albert W. Hellenthal, formerly 
production department director of 
KCCC-TV, Sacramento, Cal., has 
joined Clark & Elkus, Sacramento 
He will head the agency’s com- 
mercial television production de- 
partment and also serve as an ac- 
count executive. The agency has 
been named to handle Stewart- 
Warner television and radio ad- 
vertising in inland Northern Cali- 
fornia by Valley Electric Co., 
Stewart-Warner distributor in the 
area. 


Frickelton Appoints Gadsby 

Charles Gadsby, formerly pub- 
lic relations and advertising man- 
ager of Marchant Calculators Inhc., 
Oakland, has joined Jean Scott 
Frickelton Advertising Agency, 
San Francisco. He will specialize 
in the creation of product and 
sales literature and direct mail for 
industrial advertisers. 


Fulford Names Medical 


G. T. Fulford Co. Ltd., Toronto, 
has appointed Medical Advertising 
Service, New York, to handle ethi- 
cal promotion of its pharmaceuti- 
cals to the medical and allied pro- 
fessions. Street & Finney, New 
York, will continue to handle all 
consumer advertising for Fulford. 


Morlock Offers Admen Guide 

Morlock Advertising Agency, 139 
N. Clark St., Chicago 2, has pub- 
lished the 1954 edition of its an- 
nual “Advertisers’ Guide Book.” 
It lists current rates and circula- 
tion of about 800 newspapers and 
magazines, with closing dates for 
the latter. In addition, there is a 
condensed listing of representative 
radio and television stations, show- 
ing power, audience and rates. 
Copies are available by writing the 
agency. 


To Promote Pluto Water 


For the first time in 20 years, 
Pluto Water, a laxative, will be 
actively promoted by Pluto Corp., 
French Lick, Ind., starting with a 
test newspaper campaign in selec- 
ted markets during March. Rights 
to the water were purchased by 
Max R. Hott, head of Pluto Corp., 
last September. Mr. Hott retired 
in 1946 as v.p. of the Caldwell divi- 
sion of Sterling Drugs Inc. Russel 


M. Seeds Co., Chicago, is handling | 


the campaign for Pluto Water. 
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But you've got to reach way up high for the best ones. 
We can help you—with color process work 
that will never let you down. 
e ELECTRO-MATIC -¢------------ 
» 4 | TINT GUIDE FREE 
| A really handy gadget 
7 . | with full ray scale and 
| corresponding tone values 
| in standard red, yellow 
10 W. KINZIE ST., CHICAGO * DE 7-1277 =| = and blue. Write or phone 
| for yours. 
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The Oageraiv it FI 
DAILY GENERAL 
GROCERY ADVERTISING 


THE OREGONIAN 
LEADS THE 2ND 
DAILY PAPER 


cde the Oregonian 
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RST. 


r...THE OREGONIAN 
REACHES MORE WOMEN, 


9,019 City Carrier Delivery Leadership 

4,025 Total City Zone Leadership 

4,080 Retail Trading Zone Leadership 
39,543 Total Daily Circulation Leadership 


TeANe, OREGON 

Largest Circulation in the Pacific Northwest 
226,445 Daily 

285,142 Sunday 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC, 
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Ray Rubicam and Team Screened 15 Shops Allen § Sons, Puvrvel 46 sone Overtisers Spent 
Before Helping Campbell Soup Select BBDO months 280, but_had not vest. $50,000,000 for Film 
in ‘53, Study Finds 


CAMDEN, March 10—Raymond jective outside eo ~ woh penne 
Rubicam, one of the founders of vertising” and to offer constructive Freq Hale Named ea 
Young & Rubicam, who retired a opinions. Fred Hale, formerly in ES pengee ree ts ee oa 
number of years ago, helped select | ADVERTISING AGE was also told) lations at Utica College of Syra-| pe : y $8 ; , ast year 
Batten, Barton, Durstine & Osborn that it is difficult actually to cuse University, has been name An motion pictures and slide 
as Campb e1] narrow down Mr. Rubicam Ss con-| - dvertising manager of Utica Drop ae according to Business 
Soup’s new agen- tribution to any specific idea OF | Forge & Tool Corp. He succee ds| og q tog 
cy. ; approach because he helps review Henry J. Zellweger, who is g oing | nt i an 1,300 individual sound 
Mr. Rubicam everything and makes suggestions | 5+, hesinets en the West Const. pictures and slides were produced 
was one of ateam/|to the entire staff and to aad al Sage a — promotion 
of four top man- agencies. raining and other commercial 
agem ang men| R&R Names RahdersaV.P. purposes last year, the publication 
who toured about ;\Cancels WCIG-TV Permit | James R. Rahders, for the past states in its annual review of the 
15 large agencies|) The Federal Communications three years manager of the St. industry. 
around the coun-| Commission has canceled its per-,Paul-Minneapolis office of Ruth-| Gross sales in °53 were down 
m try to determine mit to WCIG-TV, Durham, N. C., rauff & Ryan, has been elected a slightly from the $51,000,000 record 

§ which agency of- at the request of the owner, T. E. v.p. of the previous year. The decline 

fered the depth, 
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is attributed to halted production 
of tv commercials during labor 
negotiations with the Screen Act- 
ors Guild, Business Screen reports. 
The 141 largest producers turned 
out about 90% of the films used 
in business, according to the pub- 
lication’s survey. Sixty per cent 
of all films made were in color. 


ABC Appoints Godwin 

Charles W. Godwin has resigned 
as director of station relations for 
Mutual Broadcasting System to 
join American Broadcasting Co. as 
assistant to Ernest Lee Jahncke, 
ABC v.p., effective April 1. He 
will be succeeded at Mutual by 
Robert W. Carpenter, who has 
been with the network’s station 
relations department since 1945. 


Raymond Rubicam background and) 
creative ability. 
Campbell wanted. 

Other members of the team were 
Rex Budd, v.p. in charge of adver- 
tising for the company; Clarence 
Eldridge, another v.p., and Henry | 
M. Stevens, advertising manager 
for soups. | 

ADVERTISING AGE was told that 
Mr. Rubicam, who became a con-| 
sultant for Campbell’s about two 
_ ago, was not directly respon-| 

ible for the switch from Ward 


‘Wheelock Co. 


= The team voted on the ratings, 
of the agencies interviewed and in- 
spected, and then made recommen-_ 
dations to top management. Selec-| 
tion of Leo Burnett of Chicago to) 
test Campbell’s new frozen Soups | 
in this general area was not part of | 
the four-man operation. 

(Burnett has also been given the 
responsibility for a 15-minute seg-| 
ment of the “Howdy Doody Show” | 
purchased by Campbell’s begin-. 
ning March 25. It will be seen. 
Thursdays from 5:45 to 6 p.m., 
EST.) 

This is the way the team. 
operated: First, it drew up a list | 
of agencies it wanted to look in on. | 
The list was based on outside work | 
the agencies were doing in news-. 
papers, magazines, radio and tel-| 
evision, compiled from detailed 
files of outstanding work kept by) 
Campbell. 

Each agency then was called on. 
an informal basis and an appoint- 
ment was made to look over the 
agency and its work, in order to 
bring the Campbell files up to 
date. 


Whether you sell food packers... 


al T 
a — 
- 


oil 


or chemists... 


car dealers... 


s Often the team broke up into 
two and three men. They studied , 
the organizational structure of each | 

agency, talked to key personnel, 

studied types of ads composed and 
the background information on 
specific approaches, among other 
things. 

Mr. Rubicam helped decide both 
on an over-all basis and as part of 
the team, AA was told. 

He actually is brought in by 
Campbell’s about three times a 
year for a week or two in order to 
allow the company to “get an ob- 


or freight carriers... 


MOVING? 


Three weeks advance notice | 
required for uninterrupted || 
service. Write: 


Circulation Dep’t., 
Advertising Age, 

200 E. Illinois St., 
Chicago 11, Illinois 


Don’t forget to give us your 
OLD as well as NEW address. 


NEW! IMPORTANT! Send for these ABP advertising aids... 


LEADING BUSINESS PAPER 
ADVERTISERS: 1953 

This third annual report lists the ex- 
penditures of close to 1,000 companies 
that spent over $50,000 in business 
papers during 1953. A guide to who's 
doing what in your field. 
Available April 1. 


Write to ABP $2.00 a copy 


THE MAN IN THE MIDDLE 

Eight folders on copy themes for ad- 
vertising in merchandising papers. 
Each analyses a specific merchandis- 
ing objective . . . suggests copy slants 
that influence dealers . . . shows 
typical examples of advertising that 
is doing the job. 


Write to ABP No charge 


TOMORROW IS A BIG MARKET 
Printed version of ABP’s new slide 
film. Traces the American market 
from 1935 to the present, forecasts it 
to 1975. Planned primarily for pub- 
lishers, it’s equally informative for 
business paper advertisers. 


Write to ABP $3.00 a copy 
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Motorola Buys Niles Site 

Motorola Inc., Chicago, has 
bought a 40-acre tract in Niles, 
Ill., just north of Chicago, where 
‘it will build offices which will 
eventually house its engineering 
laboratories and administrative of- 
fices. No manufacturing plants wili 
be built on the site and present 
Chicago and Quincy, IIl., plants 
will be retained. 


Foreign Investment List Out 

The overseas business services 
of McGraw-Hill International 
Corp., 330 W. 42nd St., New York 
36, has completed a list of 1,200 
U.S. companies which have over- 
seas investments. The list, loose- 
leaf bound in a leather cover, is 
available at $20 a copy. 


Heavy Magazine Schedule Marks Republic 
Steel Drive for ‘Ore-to-Store’ Kitchens 


Canton, O., March 9—Republic 
Steel Co.’s ‘“ore-to-store” steel 
kitchens will be backed by ads in 
12 consumer magazines this year. 

The kitchen line, made by Re- 
public’s Berger Mfg. division, was 
introduced last year, and the com- 
pany is now swinging into high 
gear on its marketing program. 

On the consumer schedule are 
full-color pages in American Home, 
Better Homes & Gardens, Good 
Housekeeping, Home Modernizing, 
House Beautiful, Ladies’ Home 
Journal, Life, Living for Young 
Homemakers, The Saturday Eve- 
ning Post, Small Homes Guide, 


Sunset 
Home Companion. 
For the trade, 


signed up American 


Magazine and Woman’s 


Tie-in newspaper ads and radio 
and tv spots will also be used 
locally. 

Dealers will be supplied with 
sales aids for each phase of the 
drive, starting with a comparison 


Republic has and “more-for-your-money” pro- 
Builder, motion. National ads will be cou- 


American Lumberman, Domestic | poned for the offer of a booklet 


Engineering, Electrical 


for Home _ Economics, 


in Home Economics. 


® This schedule, Republic figures, 
will deliver its advertising message 
83,000,000 times (i.e., the number 
of insertions times the circulation 


of each of the publications). 


Dealer, 
Electrical Merchandising, Forecast 
House & 
Home, Practical Builder, Sweet’s. 
Architectural File and What’s New 


Kitchens Behave,” and dealers will 
be supplied with the names and 
addresses of the customers who 
write in for the booklet. 

“Thus far,” according to E. E. 
Bang, ad manager, “an amazingly 
high percentage of persons who 
write in for the booklet have pur- 
chased our kitchens.” 


is the agency. 


le 


your customers shop . 


| tising medium. 


Pick your prospects in each separate field... 
pound your story home to them in their business 
papers. You'll do a bigger selling job—for less. 
Business papers set up a market place where 

.. and back your 

advertising with sales-stimulating shop talk. 
Editorial and ad pages work together to do 

a selling job that no other medium does so well— 
or at anything like so small a cost. 


There’s a rule of thumb as taken for granted as 
the multiplication table: advertising values stem straight 
from editorial values. It’s an axiom for practically any 
publication . . . and most of all for a specialized business 
paper . . . that better editing makes a better adver- 


But how can you measure editorial values? There 
are three good yardsticks: First, your own experience, if 


205 East 42nd Street, New York 17, N. Y. «+ 


and 


THE ASSOCIATED BUSINESS 
PUBLICATIONS 


Founded 1906 


picking business papers . . 


MU 6-4980 


like the buginege prese 


you know a field well. Second, research: go out and ask 
readers which publication helps them most. And third... 
study the circulation record. 


A paid circulation paper is likely to be a leader 
in its field —editorially. It’s got to be good, to keep sub- 
scribers buying it. Take ABP papers: they are all paid 
papers, ABC-audited. Whether the subscription price is 
big or small, it’s a fact that people ordinarily pay for only 
what they choose to read. And it’s a fact, too, that over 
2.3 million subscribers are paying over $9,200,000 a year 
to read ABP papers. 


ALL GOOD SELLING IS SPECIALIZED 


...and nothing gpecializee 


What does it all mean? Simply that it makes 
sense to look for the ABP and ABC symbols when you're 


. because editing that’s a good 
buy for the readers is a good advertising buy for you. 


All members of 


ABP are proud 
members of ABC 


on “101 Ways to Make Awkward) 


Meldrum & Fewsmith, Cleveland, | 


39 


Ayer Adds One, Boosts One 

Edward J. Murphy, formerly 
with National Broadcasting Co., 
New York, has joined the traffic 
section of the radio-television de- 
partment of N. W. Ayer & Son in 
New York. Robert P. Zabel has 
been promoted from production to 
plans-merchandising in Philadel- 
phia. 


Hartman Names Modell 

Arthur B. Modell, president of 
Arthur B. Modell Television Pro- 
ductions, has joined L. H. Hartman 
Co., New York, as a v.p. He 
brought with him his “operation 
blue flame” national television 
/program account, which he will 
/ continue to service for Caloric 
Stove Corp. and 59 gas utilities. 


Ovesey, Berlow Adds Account 
_ Drum Equipment Corp., Union, 
'N. J., maker of automatic filling 
‘equipment, has appointed Ovesey, 
Berlow & Straus, New York, to 
handle its advertising. 


Stickin Around 


with KLEEN-STIK 
NOTHIN’ STUMPS KLEEN-STIK! 


Honestly —there seems to be no end 
to new and clever uses for KLEEN- 
STIK! Every day, more people are 
finding new ways to save time... 
save money... and do a better job 
of Point-of-Sale display or labeling 
with this wonder-workin’ pressure- 
| somattive adhesive. F’rinstance: 


Blo B lnazo 


— orn 
no conenia ! < 

Amazo 2253 =f 

INSTANT DESSERTS 

: ras | 


_“Amaz-ing” Shelf Talker! 


TV star Dave Garroway “talks up” 

the advantages of AM O festent 

rt from rs’ shelves with 

this slick marker. It’s the brain 

child of American Maize Co.’s 

W. R. HARMAN, plus CONNIE 

VALESEY and JOEL COURON of 
KENYON-ECKHARDT’s N. Y. 

| staff — with JOE MURPHY of 

FENN & FENN handling the fine 

rinting and die-cutting job. Food 
ese and wholesale grocers sa 

their men enjoy placing these “nif- 

ties” —all they have to do is p-e-e-l 

the backing from the KLEEN-STIK 

strip and press down on the shelf! 


Amazo| 


INSTANT DESSERT 


3 Amazo 


INSTANT DESSERT 


| Seeing Things??? 


Nope — those footprints on the ceil- 
ing weren’t put there by a “human 
fly’’ —they’re just an extra-clever at- 
tention-getter to tell Fort Wayne 


a riders that “It’s Just a Few 
roy to HOWARD 's Camera and 
Shop.” The idea, “‘dreamed u 
by ED WADE, Acct. Exec. for 
LOUIS E. WDE ad agency, Fort 
Wayne, in collaboration wit "ROD 
HOWARD, attracted a terrific 
amount of attention — and no won- 
der! Naturally, they chose KLEEN- 
STIK for the die-cut Bus Stop si 
and footprints, because of its phe 
peel-and-press application os per 
adhesion on the curved ceilings. 


_ Nothin’ will stump you, either—if 
| you use super-sellin’? KLEEN-STIK 
_ for **socko”’ Point-of-Purchase ad- 


vertising. Your own printer or lith- 
ographer can supply you with stock, 
and with ideas galore. And you can 
join our free “‘Idea-of-the-Month” 
Club just by sending your name on 
your company letterhead. Do it 
today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, lil. 
Pioneers in pressure sensitives for Advertising and Labeling 
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OUTSIDE OF 
DETROIT” 
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So of this big automotive market is in 
booth Michigan Cites! 


e You could word the above headline “Ad” Fuel, 
too, and it wouldn’t be a bad start for the Booth 
Michigan Newpapers’ sales promotion story! 


You'll find one of the greatest automotive markets 
in America in the 8 Booth Michigan Newspaper 
Cities ... plus one of the surest and most profitable 
ways of selling it... through the 8 Booth Michigan 
Newspapers. 


For specific market information, write or phone= 


~ 


. ’ nth lar 8 194 
-. Michigan's seve ‘on of 168,194 
Muskegon 8 “ trading zone aerneet 10% gain 
ty and ee samerce business index 
te) 
Chamber © 
danas nit ak Coe ak ere $221 438,000 
Total annual retail soles.--- 0000" spite ie an 
Mea ee 6 ey cea geese” R 0 
il food sales: ++ - san gales.s.-+) eee 
abs pe automotive and filling station sales 7991000 
Anna ty: LAA ORS ah bona 
Annual retail drug wes. “SRD Consumer Markets 


Flint Journal © Kalamazoo Gazette * Saginaw News © Muskegon Chronicle * Bay City Times * Ann Arbor News - 


i] 
~~ 
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85% of all Michigan Automotive Store sales (cars, 
gas, oil, batteries, plugs, anti-freeze, etc.) outside of 
Wayne County and the Upper Peninsula, are made 
in the 8 Booth Michigan Newspaper Markets. 


Let a Booth man work with you in developing 
a real, high-powered program for selling this big, 
high-powered market. Booth men talk your sales 
language... and that of your dealers! 


A. H. Kuch 
110 E. 42nd Street 


Sheldon B. Newman 
435 N. Michigan Avenue 


New York 17, New York Chicago 11, Illinois 
Superior 7-4680 


Oxford 7-1280 


ANN ARBOR 


JACKSON 
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42 
Four Leave Faber 


Shop to Form New 
Minneapolis Agency 


MINNEAPOLIs, 
executives of Faber Advertising 
Agency have resigned and taken 
several small accounts with them 
to form a new shop. 

Fran H. Faber, head of the Fa- 


HIB«. 


March 10—Four 


\ber agency, confirmed the resigna- 
tions of George M. Decker, v.p., 
Gordan Anderson, treasurer, and | 
‘account executives Richard P.| 
| Jones and Gretchen Thomas. 

The four have formed Keystone | 
Advertising Agency, with offices 
at 711 W. Lake St. 

Eight accounts, all comparative- | 
ly small local ones, have resigned | 
from the Faber agency and will be | 
handled by the new firm. Members 


of the new agency said a total of | 
15 accounts either have or will 


switch their accounts from Faber 
to Keystone. 

Mr. Faber, who minimized the 
‘affair as “something that happens 
all the time in this business,” said 
he has not decided whether to take 


EMBLEMS - 


B &T Sales Co. 


**§cotchlite’’ 
CUT-OUT LETTERS - 
“SCOTCHLITE” WORK BY “SCOTCHLITE” SPECIALISTS 
BRINGS YOU TOP QUALITY WORK AT A MINIMUM OF COST. 
Box 262 


SMALL SIGNS 


Mason City, lowa 


| any action against the four. He 
|said he is waiting to see “what 
| they are going to do.” 
‘Shasta Water Boosis Two 
Vernon F. Doyle has been pro- 
moted to advertising and sales 
/promotion manager for Shasta 
Water Co., with headquarters in 
San Francisco. Mr. Doyle was 
'manager of Shasta’s San Jose 
branch. David J. Mahoney has 
been promoted to sales manager. 
He started with the company sev- 
en years ago as a driver-salesman. 


EverKleen Names Knollin 

EverKleen Mfg. Co., San Fran- 
cisco, has appointed Knollin Ad- 
vertising Agency, San Francisco, 
to handle all of its advertising. The 
agency has designed a new pack- 
age for the company’s product, 
EverKleen upholstery and rug 
cleaner. 


Kidolis to Lloyd Johnson 

Gerald Kidolis has been named 
TV director for Lloyd Johnson Ad- 
vertising Agency, Alameda, Cal. 


Advertising Age, March 15, 1954 


Cincinnati Firm's Food Looks Good Enough 
to Eat, But It's Heavy as Plaster Pudding 


(Continued from Page 2) 
and an occasional wash. And, of 
course, it must not spoil, rot or 
turn brown around the edges. This, 
obviously, rules out use of many 
genuine food products. 

Displaying the product in use is 
not new. Years ago dealezs occa- 
sionally showed ice boxes with al 
few bottles and cans on the, 
shelves. 

The big push, however, came 
with the Chicago Century of 
Progress exhibition in 1933, when 
appliance manufacturers vied with 
each other to show their new lines 
in true-to-life room settings. Arti- 
ficial food was included as part of 
the setting. 


# Cincinnati Doll got into the 
display business the previous year, 
when it received inquiries on use 
of doll-head plaster of paris to 
simulate food. 

The company soon developed a 


“BUSINESS 


PUBLIC 


constitute our greatest instrumentality 
for adult business education 
and exchange of know-how. 
They are veritable 


textbooks for the 


businesses, industries 


and professions 
that they serve.” 


ATIONS 


sciences, 


Staying ahead of important developments is a must 


for all executives in 


business, in industry, in pro- 


fessions. As Mr. Bristol says, business publications 
are veritable textbooks. But, more than that, they 


are current revisions 


of the texts of essential busi- 


nesses, industries and professions. Forecast shadows 
of the coming events on the business horizon are 
shown to American leaders in each issue of business 


1001 FIFTEENTH STREET, N. W. 


The 


a 


a 


——= 


special mix with a secret hardening 
agent. The business grew gradually 
until now, its executives claim, it 
has 90% of the phony-food mar- 
ket. Most of its competitors use 
more expensive wax and rubber as 
raw materials. 

Two types of synthetic food are 
sold by Cincinnati Doll. In addition 
to plaster models of roasts, fowl 
and other prepared dishes, it offers 
empty containers used by national- 
ly-known food packers. 

Kraft Foods Co., for example, 
supplies empty mustard jars and 
caps to Cincinnati Doll. The latter 
company paints the insides a mus- 
tard yellow and sells them to ap- 
pliance dealers. 


@ Several food suppliers, espe- 
cially soft drink bottlers, furnish 
filled containers. Coca-Cola Co. 
formerly followed that practice, 
but later supplied painted bottles 
when it discovered that too much 


publications. Specialized periodicals, often sharply 


focussed, cover many specific fields. No man in 


leadership, or in training for leadership, can afford to 
miss the regular reading of his business publications. 
That’s why advertising pages of the Business Press 
make such a direct route for anyone who has anything 
to sell to the buying factors in business, industry or the 


professions. 


The United Business Press 


NATIONAL BUSINESS PUBLICATIONS, INC. 


national association of publishers of 


162 technical, scientific, industrial and pro- 


fessional magazines, having a combined 
circulation of 3,524,478... 
either the Audit Bureau of Circulations or 
Business Publications Audit of Circula- 
tions, Inc... 


. audited by 


. serving and promoting the 


+ WASHINGTON 5, D. C. + 


Business Press of America. . 


STerling 3-7535 


. bringing 


thousands of pages of specialized know-how 
and advertising to the men who make deci- 
sions in the businesses, industries, sciences 


and professions . . 


. pinpointing your audi- 


ence in the market of your choice. Write 
for complete list of NBP publications. 


of the Coke was consumed, too 
little displayed. 
' In some cases, food manufac- 
turers pay to be included in the as- 
sortments sold by the company. 
Others get in because appliance 
manufacturers want specific types 
of nationally-advertised products. 
Most appliance manufacturers 
include lists of Cincinnati Doll 
food assortments in promotional 
material made available to dealers 
at cost. In most cases the assort- 
ments of 44 to 112 items costing 
from $3.74 to $16 are ordered di- 
rectly from Cincinnati Doll by the 
dealers. Deluxe assortments in- 
clude everything from two dozen 
eggs to a red mango pepper and a 
slice of watermelon. 


= Types of food offered change 
with the times. One of the addi- 
tions of recent years is a line of 
frozen citrus concentrates. Assort- 
ments also change as refrigerator 
sizes are varied. Frigidaire, for ex- 
ample, is bringing out a new model 
with interior and door space al- 
tered. Cincinnati Doll, therefore, is 
building a new assortment to fit 
the new appliance. 

But plaster chefs have their 
troubles, even as housewives do. 
The company has a client who 
wants a large turkey added to the 
line. So far three samples have 
been produced and rejected—they 
just don’t look good enough to eat. 


Poole Consolidates Sales 


John Poole Broadcasting Co. 
has centralized operations and 
sales for its three California sta- 
tions at 6540 Sunset Blvd., Holly- 
wood. The three stations are 
KBIG, Catalina; KBIF-AM, Fres- 
no; KBID-TV, Fresno. Cliff Gill, 
operations manager, and Robert 
J. McAndrews, commercial man- 
ager of KBIG, assume the same 
titles fer the three stations. Wal- 
lace Hutchinson, formerly televi- 
sion promotion manager, is now 
group sales manager. George Nick- 
son has been promoted from sta- 
tion and commercial manager of 
KBIF to general manager. Robert 


Wesson is general manager of 
KBID-TV. 
Len Gross Gets Account 

Len Gross Advertising, San 


Francisco, has been named to han- 
dle advertising and promotion for 
New West Paints & Chemicals 
Inc., San Francisco, affiliated with 
Centro Research Laboratories Inc., 
New York. Gross also will handle 
public relations for the company 
which produces new types of wa- 
ter-based paints specially pre- 
pared for professional use by con- 
tractors and institutions. 


Milwaukee Sausage to Agency 

Milwaukee Sausage Co., Seattle, 
has appointed Advertising Coun- 
sellors, Seattle, to handle its ad- 
vertising. 
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Once you start 
being fabulous, 
it's impossible 
to stop! 


Whe a ioe tenia serial to teasing 


‘Sew your frendiy retesder today He Ii het you 
pian vont omer and even your party’ 


Ob yee thanks for tucking over our sully 
ednwms |! eure keeps we on our (ome 


SCHENLEY Ss 
the best tasting whiskey in ages ' el 


PLENOLD WHHLAEY HE FROUE OS. GHAUN NEUTRAL SPURT) SOMUMLEY COOTRIONTONS (RC ROW WORE @ + 


RUNNING START—Schenley Distributors 
will use this ad to start a new campaign 


this month for its holiday-iaunched de- 


canter, which seems to have caught on. 
Collier's, Ebony, Life and Look are sched- 


uled, as are several hundred newspapers, | 


outdoor, business publications, direct mail| 
and point of sale. Batten, Barton, Durstine | 
& Osborn is the agency. 


Milwaukee Adclub 
Serves as Clearing 
House for Ad Jobs 


MILWAUKEE, March 9—Getting 
the round pegs into the round 
holes in the advertising business 
is a problem the Milwaukee ad- 
club is attacking wholeheartedly. 

In a four-page folder called 
‘Looking for a Job Is the Hardest 
Job of All,” the club explains how 
its employment committee goes 
about sorting the pegs. 

The adclub set up its committee 
several years ago, chosen from the 
most prominent Milwaukee admen 
and women. Since the committee 
was formed, its activities have 
been gathering steam steadily and 
during a six-month period last 
year it referred 223 prospective 
admen to job opportunities in Mil- 


waukee and at least a dozen other | 


cities nearby. The salary range for 
the job opportunities offered was 
from $1,800 per year to $10,000. 


a Applicants fill out question- 
naires for the committee and are 
offered free space on the classi- 
fied page of the adclub’s monthly 


publication, “Torch,” in addition | 
to help in preparing job-wanted | 
ads for other publications. The’ 
committee chairman—Howard | 
Bernard Shaw of Cramer-Krasselt | 
Co.—acts as a general clearing | 


house for Milwaukee area employ- 
ers seeking advertising personnel. 

An average of 150 job-seekers 
are listed with the adclub all of 
the time. They are helped in their 


quest not only by the members of) 


the employment committee, but 
also by every member of the or- 
ganization, giving the group a to- 
tal of 489 job contacts. 

Also cooperating with the ad- 
club project are the Milwaukee 
Women’s Advertising Club, Mil- 
waukee Industrial Marketers Assn. 
and Alpha Delta Sigma, national 
professional advertising fraternity. 


Two to Stewart-Bowman 


Michael A. Hicks and John P.) 
Cannon, both previously with Can- 
non-Hicks Advertising, Toronto, 
have joined Stewart-Bowman- | 
Macpherson, Toronto. Mr. Cannon) 


has been named branch manager 
and account supervisor; Mr. Hicks, 
copy chief and creative director. 


WINS Appoints Leder 

Robert J. Leder, formerly sales 
manager for WNBC, New York, 
has been named v.p. and general 
manager of WINS, New York. He 
will be succeeded at WNBC by 
George C. Stevens, a salesman 
with the NBC-owned station. 


E. L. Bruce Boosts 
Termite Control in 


Consumer Campaign 


Mempuis, March 9—After 15 
years of small-space advertising | 
in national magazines, E. L. Bruce 
Co. and its 75 Terminix licensees 


are starting a big-space consumer | 


campaign to combat termites. 

The Bruce Co., a lumber and 
hardwood flooring firm which 
started its Terminix termite con- 
trol service in 1930, will launch 
its termite drive on March 20 with 
a page ad in The Saturday Eve- 
ning Post. Half and quarter-pages 
are also slated for the Post, and 
quarter-pages for Better Homes & 
Gardens. 

Under the slogan “Termites? 
Call Terminix!” the ads are aimed 
at tying in with more than 1,000 


listings in telephone directories | 
and with advertising by local| 
Terminix outlets. Cost of the cam- | 
paign will be shared by Bruce and 
its regional Terminix operators. | 

The ads are designed to create) 
‘a greater awareness and under-| 
standing of the termite problem, to 
sell home owners on the Terminix | 
method and to get people to call | 
local Terminix representatives for | 
an inspection of property. 

Greenhaw & Rush Inc., Memphis, 
is the agency. 


General Foods Moves 

General Foods Corp. is moving, 
its headquarters from New York 
City to White Plains, N. Y. The 
exodus from 250 Park Ave. and 
383 Madison Ave. to 250 North St. | 
in White Plains is expected to be 
‘completed by March 26. The move, | 
long planned, involves all head-_ 
quarters personnel. 


TORONTO DAILY STAR 


has by far 
the LARGEST CIRCULATION 
Wad) of any daily newspaper 


in Canada! 


In the Rich Houston Market . 


MORE AND MORE FAMILIES 
~ PREFER THE HousTON Post 


Daily 
Home-Delivered 
Circulation 
Increase* 
Since Sept. 1951 


(After 
Rate Increase) 


} 


| 


| \ 
| 
| 


| 
| 
| 


ee 
Circ. Inc e* 
Since Sept. 951 


Sz 


(NO RATE 
INCREASE) 


LET'S LOOK 


Despite a $3.00 yearly subscription hike 
June 1, 1951, The Houston Post has out- % 
gained the Chronicle by more than 2 to 1 je 
in new daily home-delivery subscriptions 
since that time. Post home-delivered gain 
since September, 1951, has been 12,092; the 
Chronicle's 5,475 with no rate increase. 


The Post has outgained the Chronicle by 
more than 3 to 1 in total daily circulation 
gains since September, 1951—17,383 against 
only 5,727. Post daily net paid circulation 
now is at a record 187,155 against 189,603 
for the Chronicle—a difference so slight as 
to be negligible. 


Here's solid evidence that more and more 
3 Houston area families prefer to pay more> 
to get more! More because The Post is 
setting the pace in editorial excellence, pull- 
ing power, and circulation gains. Get the 
facts from your POST representative soon. 


Represented Nationally by MOLONEY, REGAN AND SCHMITT 


W. P. Hobby, Publisher *ABC Publisher's 
Eugene Lemcoe; Scarements: Sept. 30, 1951 
Director of Advertising and Sepr. 30, 1953 
Robert Barron, Manager 
of General Advertising 


TEXAS’ LARGEST MORNING NEWSPAPER 


THE HOUSTON POST 


Now More Than 187,000 Daily *« 201,000 Sunday 


*Based on city zone carrier delivered and 
80% of dealers and carriers retail trading 
zone and all others. 
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THE NEW YORK MARKET 


HE success of every sales opera- 
tion in New York rests basically on 

thorough knowledge of the market. 
| This localized information, timely 
and accurately documented, has 
been compiled by the Journal- 
| American in one invaluable Sales 


Control Manual. 

It can help you, as it has others, to 
exploit the full potential of Ameri- 
ca’s largest, most complex market. 


SALES CONTROL OF © 


gic WHAT THIS BOO 
FOR YOU | 


“DESK TOP SALES CONTROL” is part of the complete sales 


package available exclusively to Journal - American advertisers 
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~ POINT-OF- PURCHASE 


MERCHANDISING 


| N the keen competition for in-store 


display space, the fully trained © 


staff of Journal-American field men 
can be your most potent ally. 

Working on a year ‘round schedule, 
these men will build displays and 
secure valuable shelf positions for 
your product; interest non-stocking 
retailers; report on brand popu- 
larity, dealer attitudes and other 
helpful information. 
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” LARGEST HOME. 
— GOING CIRCULATION 


RE-SELL more families with con- 
sistent advertising! In New York, 
the Journal-American reaches far 
more families than the two other 
evening papers...124,000 more than 
the 2nd; 242,000 more than the 3rd. 
Enjoy the advantages of Journal- 
American circulation leadership and 
its sound merchandising program. 
They give you New York’s only com- 
plete, most successful sales package. 


A HEARSE AES SPAPER 


“NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVIC 
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Two Join Penman Neil 


Gilbert A. Wellington, formerly | 
national advertising manager in) 
Seattle for Midnight Sun Aurora | 
Broadcasting System in Alaska, | 
has joined the Penman Neil Ad- | 
vertising Agency, Seattle, as a v.p. | 
George A. Keeney. formerly with | 
Standard National Advertising | 
Agency, Seattle, also has joined 
Penman Neil as a v.p. 


| 


5138 Police Chiefs buy: 
Radio _— 


1475 Broadway, New York City 


m™ | cago, Ampro’s p.r. agency. 


Sales and PR Notions... 


'e Ampro Corp., Chicago electron-|has produced a booklet aimed at 
made a fast helping exhibitors at | 
‘climb on top of the news last week | shows with their pre-show activi- | 
ties. 


‘ies manufacturer, 


when it tied in tape recorder sales, 
‘with the high price of coffee. 


‘Prominent in its booth at the Na-| Prospects to Your Booth,” the 12-| 
‘tional Photographic Show was a. |page brochure covers such things 
sign “Tape Record your Protest on as the use of admission tickets, 


‘the High Price of Coffee!” 


Nearby was a tape machine whose! gans and brochures, 
metered mail, publicity and sales| ion te Congress via publicity-conscious | 0 
meeting. A 50-point checklist is ae = 


tape, Ampro said, would be filled 
with protests and then shipped to) 


Merchandising Ideas 


industrial 


Titled “How to Attract More | 


SOUNDING OFF—TV actress Janet DeGore 
‘mail stickers, external house or-|tape-records her protest (‘What happened 


advertising, | to the nickel cup of coffee?”) for transmis- 


Ampro Corp., Chicago. 


the Senate committee investigating included to help the exhibitor trace|its undergarments. 


coffee prices. A new method of | his progress. 


“letting your Congressman know,” | 
claimed Harshe-Rotman Inc., Chi-| 


Formfit is now going after the 


|e On the exhibition booths sub-| a good girdle,” Formfit Co., Chi-| tion. Whether the prospect wants 
ject, Clapp & Poliak, New York | cago, is entering a significant new |to lose, gain or stay the same, the 
producer of industrial exhibitions,’ quantity—food—into the selling of|12-page booklet gives the proper 


CHAIN STORE AGE 


total of 1458.62 pages . 


IN ADVERTISING 


among grocery publications 


Chain Store Age Grocery Editions in 1953 carried more pages of advertising pointed 
at selling the chain supermarket-grocery field than any other grocery publication—a 


175 pages* more than the third paper! 


. . over 127 pages* more than the second publication . . . 


CHAIN STORE AGE 


Sciam IN PAID CIRCULATION 


More than 32,300 chain supermarket-grocery men pay to read it . . . the largest ABC 
circulation of any national retail grocery publication. 


To sell more in ’54 to the 15-billion-dollar supermarket-grocery field, concentrate 
your advertising in the magazine read by the men who buy and sell your products 
in volume. Keep CHAIN STORE AGE first on your list. 


For more facts, ask for copies of: 

“Chain Food Business is Super Business Today” 
and “Marketing Map of the 

Chain Grocery Supermarket Field.” 


Write: 


Department 6, Grocery Editions 
CHAIN STORE AGE 
Two Park Ave., New York 16, N.Y. 


TOTAL DISTRIBUTION: MORE THAN 35,000 ABC 


teen-ager market with a “Calorie| . 
e Using the theme “Your figure is|Counter” gimmick which it says| | 
what you make it—make it good | shows how to reduce or gain with- 
with a good diet, a good bra and/out complicated calory computa- 


Pe ye Pa 
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,diet with clear directions and a 
simple way to measure food value, 
‘Says Formfit. 


e@ The happy side-effects that can 
‘}come from big-time advertising 


774 / are illustrated in a new premium 


being promoted by Kraft Foods 
Co., Chicago. The object is a two- 
color plastic model of the minia- 
ture which “signs on” the “Kraft 
TV Theater.” It is being offered 
in exchange for the end flap from 
'a package of Velveeta process 
cheese, plus 50¢. 

Kraft, which has waited a long 
time to do this (the miniature has 
been in use for seven years), points 


SIDE-EFFECT—“’Kraft TV Theater” fans will 
get a copy of the 5” plastic sign-on minia- 
ture they've been watching for seven years 
in a new Kraft Foods Co. premium project. 


out that the offer is in response to 
popular appeal—from “‘literally 
thousands of consumers in letters 
to the company.” 


e A new public service approach 
to entertainment-section advertis- 
ing has issued from the ad depart- 
ment of Continental Distilling 
Corp., Philadelphia. It is a free-of- 
charge 300-line newspaper ad 
which reproduces’ Continental’s 


Sfavernmans Pledge 


As a Gentleman and a Host - - 


BWA ive jut meosure tor value received anc 
make my customers’ wishes the prime motivation o 
oy bulnas.c oo CCC Ce eee eoccece 


é Dill ve congenial, friendly and sympathetic 
BWA serve onty tiquors of good repute. - © + 


3 Will miintain my establishment as a prope 


menes es |S 


3 WALL respect the high standards of my profession 
offering only drinks properly mixed and properly served 


BF WAU coserve the tow to its full extent, servin, 


As a Gentleman and a Host, this is my Pledge 


JOUN SMITH 
SMITH’S TAVERN 
AKRON, OHIO 
(Sample Setting) 


FOR NEWSPAPERS—Continental Distilling 
Corp.'s well-known Tavernman’s Pledge 
moves from behind the bar to the enter- 


tainment pages in a new co-op newspaper 
promotion aimed at barmen. 


well-known 7-point Tavernman’s 


| Pledge—and thus allows bar and 


|tavern operators to “tell the pub- 
lic what he stands for.” 

Continental says it delivers the 
ad all set in mat form so the news- 
paper has only to add signature 
copy. 


Jacobs Joins Broil-Quik 


| Rodman Jacobs, formerly as- 
|sistant advertising manager for 
Gerald O. Kaye & Associates, New 
/York distributor of Crosley and 
|Bendix major appliances, has 
joined Broil-Quik Co., New York, 
as advertising manager. This is a 
new position. The company’s ad- 
vertising previously was handled 
personally by Max _ Steinbook, 
president. 


Barry Joins Mutual Life 

James J. Barry, formerly mana- 
ger of display copy with Gimbel 
Bros., New York department store, 
has joined the public relations div- 
ision of Mutual Life Insurance Co., 
| New York, as advertising assistant. 
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Management Will 
Expect More from 
PR in 1954: Bowes 


PITTSBURGH, March 9—“Top 
management” will expect more 
from its public relations men in 
1954 because of a “new social 
responsibility,’ Frederick Bowes 
Jr., national president of the Pub- 
lic Relations Society of America, 
declared here last week. 

Speaking before the first meet- 
ing of the recently organized 
Pittsburgh chapter of the PRSA, 
Mr. Bowes said, “We should see 
a new top management awareness 
of what public relations can do to 
speed the world’s understanding.” 

The speaker, who is director of 
public relations and advertising for 
Pitney-Bowes, called for a “new 
insistence on research.” 


e “Not the lip service of an occa- 
sional opinion poll or spot check,” 
he pointed out, “but the real, 
planned research into the why of 
human behavior.” 

Mr. Bowes further called for 
management to adopt an individu- 
al institution policy, a direct link 
between the chief executive and 
the publie relations department, 
and an adequate p.r. budget. 

He said p.r. men require a voice 
in management—a voice to “sell 
profits as the mainspring of our 
free economy and to get people, 
especially workers, interested in 
profits.” 


® Citing what he called a general 
belief by workers that industrial 
profits take 21¢ out of every sales 
dollar, when “the actual figure is 
4.2¢,” Mr. Bowes said, “the subject 
of profits may be the hottest on the 
horizon of public relations before 
the year is out.” 

Mr. Bowes also is an adviser to 
the Secretary of Commerce and to 
the U. S. Chamber of Commerce on 
public relations and advertising 
matters. 

President of PRSA’s new Pitts- 
burgh chapter is William Collins, 
public relations and advertising di- 
rector of the Dravo Corp. 

Other officers of the Pittsburgh 
PRSA chapter are W. Everett Mc- 
Laine of U. S. Steel, v.p.; Stanley 
R. March of Carnegie Tech, treas- 
urer; M. K. Mellott of M. K. Mel- 
lott Co., secretary. 


Durham Broadcasting Sells 
WTIK to Comply with FCC Rule 


Durham’ Broadcasting Enter-— 
prises, Durham, N. C., operator of | 


radio station WTIK, will sell the 


station, subject to FCC approval, to) 


Robert L. Williams, manager of 
WCTC, New Brunswick, N. J., and 
others who have incorporated as 
WTIK Inc. for the purpose of 
making the purchase. 

Sale of the station is neces- 
sitated under an agreement 
reached recently by Durham 
Broadcasting and Durham Radio 
Corp., operator of WDNC, both of 
which were competing for Channel 
11. Durham Radio withdrew its ap- 
plication for the tv channel in 
return for 25% of the stock in the 
television station. Since FCC regu- 
lations prohibit one company from 
owning more than one radio sta- 
tion, Durham Radio’s purchase of 
stock in Durham Broadcasting ne- 
cessitated sale of WTIK. 


Joins Brisacher, Wheeler 

Edward H. Pearson has been 
named assistant media director for 
Brisacher, Wheeler & Staff, San 
Francisco. Previously, Mr. Pear- 
son was media director of Dancer- 
Fitzgerald-Sample and Beaumont 
& Hohman in San Francisco. 


Laughlin Elected to Board 
Rowland Laughlin, v.p. of 

George H. Hartman Co., Chicago 

agency, has been elected to the 


Fourth Annual Graphic Arts 
Seminar to Start May 17 

The fourth annual quality con- 
trol seminar for the graphic arts 
industries will be held for five 
consecutive days starting May 17 
at New York University. 

The course is offered for mar- 
keting men, paper converters, 
technical salesmen selling paper, 
printing and converting industries 
men, publishers, buyers of printing 
and producers of printing. 


Relaxacizor Starts Drive 
Relaxacizor Inc., Los Angeles, 
through Richard N. Meltzer Ad- 
vertising, San _ Francisco, has 
started a national schedule of pro- 
motion with a two-page advertise- 
ment in the March Coronet, to be 
followed by a full page in Charm. 


Two to Lohmeyer, Adleman 

Shoup Voting Machine Co., 
Philadelphia. maker of voting ma- 
chines, and Veneer-O-Wax Co., 
Philadelphia maker of floor wax, 
have appointed Lohmeyer, Adle- 
man & Montgomery, Philadelphia, 
to handle their advertising. 
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Favored by Central Location! 


Favored geographically by its central location, Kansas City is the 
natural capital of the country’s greatest agricultural area. It enjoys 
immediate access by rail, air, water and highway to a vast 
inland empire, rich not only in agricultural output, but in industrial 
production, Established originally as a trading post, Kansas City 
possesses qualities that insure continuing growth and prosperity. 


4-County Coverage! 
THE KANSAS CITY STAR 


blankets the 4-county Kansas City metro- 
politan area, including four major urban com- 
munities—Kansas City, Mo., Kansas City, Kan., 
Independence, Mo., and North Kansas City, Mo. 


THE KANSAS CITY STA 


Kansas City 
1729 Grand Ave. 
HArrison 1200 


Chicago 
202 S. State St. 
WeEbster 9-0532 


New York 
15 E. 40th St, 
Murray Hill 3-616] 
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big-time jobs... 


EXECUTIVE 
CONFERENCE ROOM 


. 


...and more and more 
families enjoy 
upper-income living 


N° SO LONG AGO business was a matter of one boss— 
one decision—one judge on the court of appeal. 


Today business decisions are made by staffs of execu- 
tives—the court of appeal is a jury. 


Since 1940 the number of management men in U.S. 
business has almost doubled. They and their wives now 
form a great new consumer class—and more and more big 
pay checks are made out in their names every week. 

One magazine has grown, step by step, with this boom- 
ing audience of ‘“‘best customers.’’ TIME now enters more 
than 1,800,000 homes, most of whose heads hold down 
top jobs in business, government or the professions. 

What causes so many of these men to read TIME so 
faithfully? 

Odds are, as a fellow-faithful-TIME-reader, you know 
the answer as well as we. 
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Flanley & Woodward Sells'Women's Angles 


to Help U. S. Businesses Reach the Ladies 


New York, March 9—For ten) 
years a couple of smart business, 
girls have been angling for com- 
panies that don’t understand “The 
Woman’s Angle” and have made 
out handsomely at it. 

This is the story of Flanley & 
Woodward, an _ interesting and 
highly specialized public relations 
company. 

Ten years ago Mabel Flanley was 
working for Borden Co., and Sally | 
Woodward was dutifully concen-| 
trating on the woman consumer for | 
General Mills. They met at a| 
series of meetings of women’s and | 
consumer groups. They discussed 
their ideas, and the ideas checked. 
They discussed what companies 
weren’t doing to appeal to women, 
and they agreed. They discussed 
going into business together—and 
they did. That was March 9, 1944. 

They didn’t have a client for 
eight months, but then they got 
three of them. 


= Since then, they’ve made it their 
business to explain to women how 
business operates. 
As working Republicans, they | 
(/beat the drums for Eisenhower, | 
working directly with Ivy Priest, | 
now Treasurer of the U. S. Yet, 
Flanley & Woodward is firm in 
the opinion that neither political | 
party is now providing women) 
with the background they need to 
make good political decisions. 
“The same areas that needed) 
something to be done about them 
ten years ago—still do,” Saliy 
Woodward declares. | 
In the late ’30s, Edgar Kobak | 
was talking to Don Davis, then| 
president of General Mills. They 
had just heard a. talk by Mabel 
Flanley, and Mr. Davis told Mr. 
Kobak he wished he had someone 
in General Mills doing the same 
job as Miss Flanley was doing for 
Borden. | 


@ Mr. Kobak recalled Sally Wood- 
ward, then winding up her eighth 
year master-minding a radio show 
over WWJ in Detroit. 

In 1939, Sally Woodward moved 
to Minneapolis. Of her radio show, 
she says sadly that it was the 
longest sustaining five-day-a-week 
show ever heard in Detroit. Be- 
fore she went to WWJ, she worked 
for Crowley-Milner, Detroit de- 
partment store, promoting charge 
accounts. 

Mabel Flanley, on the other 
hand, had a food and dietetic back- 
ground. Before joining Borden she 
had worked on a combined opera- 
tion for the dairy industry in the 
state of Washington, which 
wrapped up for the first time the 
butter, cheese and milk producers 
of the state. Before that point she 
was a hospital dietitian and had 
helped to establish hospital dietetic 
departments in several Australian 
hospitals. 
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The first office of Flanley & 
Woodward was in the French Bldg. 
It was moved to its present loca- 


tion at 30 E. 40th St. six years ago. | 


It is an all-female shop, with ten 
employes working full time, and 
others added as necessary. 


s The first account acquired by, 


the new company in the fall of 
1944 was Grocery Manufacturers 
of America, an account it was to 
have for ten years. United Air 


Lines also gave them an assign- 
couple of projects would constitute 
a full-house for F&W. They still 


ment at the same time, and Besser 
Mfg. became a client. 

Over the years, F&W has worked 
for Aetna Life Insurance Co., 
Besser, Campbell-Ewald Cé., 
CARE, the Camp Fire Girls, Gen- 
eral Motors’ 
Converted Rice Inc., Crusade for 
Freedom, Esmond Mills, General 
Motors Corp., Grocery Manufac- 
turers of America, Meredith Pub- 
lishing Co., Jim Nash, the National 


Chevrolet Division, | 


tors,” the partners say, “is that 
_they aren’t business-trained—and 


“ Republican Committee (women’s, } 


division), Oil Industry Information | 


‘Committee, Processed Apples In- | 
stitute, Purex Corp., Time, United fF 
Air Lines, and the U. S. Office of | 
Defense. Nash, Processed Apples, ‘FF 
Purex and the U. S. Office of |, 


° | 
Defense are current clients. | 


‘ 


| . 
= There are several distinguishing) | 


features of F&W’s operation: It is | : 


all women, it was never intended | 
to be any larger than an operation | 
which the partners could supervise 
personally, and it is brisk and busi- 
nesslike. 

The two women originally felt 
that four good-size clients and a 


do. The ladies have no intention of 
going into the account executive 
system—the accounts are handled 
by the partners. 

The long fast in the beginning 
taught them the wisdom of a 
tightly-controlled operation. “The 
trouble with too many p.r. opera- 


PARTNERS—Sally Woodward (left) and 
Mabel Flanley talk over some of the’wom- 


en's angles” they've been selling to 

American businesses since opening their 

public relations company in New York ten 
years ago. 


they aren’t business men. We were 
business trained, and we operate 
the company like a business.” 


= Their jobs have ranged from 
studying what women want in air- 


; eral Motors. 
_ they’ve been assisted by a massive 


Advertising Age, March 15, 1954 


ot craft and what women don’t like 
, about flying for United Air Lines, 
to a thorough examination of 


/women’s buying motives for Gen- 
In these endeavors 


file of 50,000 women, cross-indexed 
by states, cities, job classifications 
‘and other breakdowns. They have 
frequently utilized a “barometer,” 
/a periodic mailing for clients to a 
cross-section of women ranging 
from 2,500 to 10,000. 

Although selling “The Woman’s 


,| Angle” is their specialty, and al- 


though business is much more 
conscious of its necessity to ex- 
plain to women, and although 
women are much better informed 
than they were a decade ago, Flan- 
ley & Woodward thinks there’s 
still lots to be done. 


Mueller to Harper-Atlantic 


Frederick F. Mueller, formerly 
in sales promotion with Henry Holt 
& Co., has joined the sales staff of 
Harper-Atlantic Sales Inc., New 
York. 
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Good Housekeeping 
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Everything from outdoor advertising to package point- 
of-sale—and all points in between—incorporate the 
Good Housekeeping Guaranty Seal to promote Inter- 
state bread brands: full page newspaper ads, radio 
plugs, TV spots, truck posters, salesmen badges, dis- 
play cards. Even the Interstate ad in Good House- 
keeping is shown by Interstate route men to retailers! 

There is no more effective merchandising device 
than the Good Housekeeping Guaranty Seal; 31 
million women have confidence in it as a guide to 
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dependability. 
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trom highway billboard — 
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Interstate Bakeries a 
keeping Seal on billboards 
Karl's bread brand in Milwaukee. 
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For more details on the profit-building value of 


sa Seal, write Roy Hutchinson, Director of Food 


andising at GOOD HOUSEKEEPING, 
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Iso features the Good House. 
promoting their Mrs. 
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30-Day Drive Set 
to Sell Backlog of 
Washington Apples 


WENATCHEE, WAsH., March 9— 
A 30-day sales promotion starting 
in mid-March has been planned 
by the Washington State Apple 
Commission in 70 of the nation’s 
major markets. 

The object of the drive is to help 
move 12,000 carloads of apples re- 
maining in the cold storage ware- 
houses of the nation’s No. 1 apple- 
producing state. 

The special promotion will use 
major markets previously covered 
in the commission’s winter adver- 
tising campaign and will step up 
effort particularly in the north- 
eastern states. Emphasis will be on 
smaller apples, of which a some- 
what larger than normal propor- 
tion remain unsold. 


# In order to undertake this drive 
the commission voted to dip into 
reserve funds built up in earlier 


years for $55,000 of the $85,000 
_which is being spent in the special 
‘campaign. Commission funds are 
obtained from a levy on growers of 
3¢ per box. An increase of l¢ a 
year is permitted, upon approval 
of the growers. Commission mem- 
‘bers meeting March 17 will give 
further consideration to the recom- 
mendation for collecting a 4¢ 
levy next year. 

The new campaign will use 
newspapers heavily, plus outdoor, 
radio and television. Starting 
March 11, the commission has 
bought time on Dave Garroway’s 
“Today” (NBC-TV) in 17 mar- 
kets of central states. 

Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


Brady Gets Miller Electric 

Brady Co., Appleton, Wis., has 
been named to handle advertising 
for Miller Electric Mfg. Co., 
Appleton maker of electric welding 
equipment. Previously, R. C. Breth 
Inc., Green Bay, Wis., had the ac- 
count. 
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NOW-NEW LARGER TYPE 


eal Chicago Tribune 


For greater reading enjoyment, read the 


EASY ON THE EYES—Chicago’s Tribune is telling transit riders how much easier it 

is to read the paper’s new larger body type with car cards like this. The cards have 

started on a full run (a card in each of Chicago's 6,515 transit vehicles) for a three- 

month campaign, through Chicago Cor Advertising Co. Burnet-Kuhn is the agency 
for the Tribune. 


Part of Keegan, Luckie Merge (Mrs. Josephine Keegan, owner of 
A portion of Keegan Advertis- | Keegan, will retain an interest in 

ing Agency, Birmingham, has been | the merged accounts. 

merged with Robert Luckie & Co., 

Birmingham. John Forney joins Berea Plastics Names Agency 

Luckie as account executive and| Berea Plastics Co., Berea, O., has 

radio-tv director and will be ac- named Ritchie & Sattler, Cleve- 

count supervisor of the accounts in- land, to handle its advertising. The 

volved in the transfer. The transfer company makes a line of national- 

of the accounts will not affect the ly distributed housewares items. 


|Direct mail will be used initially 


operation of the Keegan agency, 
according to the announcement.'and trade publications later. 


Outdoor advertising to tell the world 
plus point-of-sale identification to sell 
the individual—Jnterstate Bakeries Cor- 
poration, of Los Angeles, Calif., finds 
this a powerful combination for volume. 
Note the prominence given to ihe Good 
Housekeeping Guaranty Seal. 


One of the thousands of merchants 
in Buffalo and vicinity selling Inter- 
state’s Blue Seal Bread is Edward J. 
Lelonek; shown with customer Mrs. 
Dorothy Biniszkiewicz, to whom he is 
pointing out the Good Housekeeping 
Guaranty Seal, right on the product 
package. 
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GOOD HOUSEKEEP 
30 


per 
copy 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th STREET AT 8th AVENUE, NEW YORK 19,N. Y. 
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10,650,000 
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readership 


Women know—the product 
that has it, earns it. 
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Philadelphia Test 
Slated for Two New 
Frozen Products 


PHILADELPHIA, March 9—Silver 
Bell Food Corp., a new firm 
which is processing and market- 
ing a new line of specialty frozen 
foods, will introduce two products 
on a test basis here before the end 
of March. 

A ready-to-eat, fresh-frozen 
creamed beef product will be pro- 
moted mainly via the food pages 
of the Philadelphia Evening Bul- 
letin. Two 300-line insertions a 
week will be used for a period of 
13 weeks before the ad campaign 
on this product is expanded into 
other newspapers in the Pennsyl- 
vania, New Jersey and Delaware 
area. 

Frozen Lamaze sauce will be 
promoted in the same newspaper 
with 200-line ads once a week for 
13 weeks as a test. Expansion of 
the campaign will depend on the 
success of the local test. 

Radio and television spots also 
are in the planning stage for the 
Philadelphia market primarily, but 
final plans have not been worked 
out as yet, ADVERTISING AGE was 
told. 
| The company will 
‘merchandising _ kits, 


distribute 
including 
shelf posters, recipe 
‘folders and direct mail pieces to 
‘distributors and retailers in the 
area. 
| Gray & Rogers, Philadelphia, is 
ben agency. 


| NBC-TV Assigns Salesmen 


Matthew J. Culligan has been 
named sales supervisor of the “To- 
\day-Home” unit at NBC-TV, New 
York, and Roy C. Porteous sales 
‘supervisor of “Today.” Both have 
| been in the network’s sales depart- 
ment. 
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You design a good product—make it 
well—price it right—set up distribu- 
tion—run your ads—and then what? 
All this is sheer waste without dealer 
identification. Be sure your sales pro- 
gram includes Artkraft’s* effective 
point-of-purchase signs. 


* 


PORCELAIN NEON 
DEALER SIGNS 


* 


THREE-DIMENSIONAL 
PLASTIC DEALER SIGNS 
* 


PORCEL-M-BOS’D 
Neonized or Non-llluminated 


STORE FRONT SIGNS 


Artkraft* will design for quantity buy- 
ers, without obligation, a distinctive 
sign and develop a sign program that 


works. 
$* SEND TODAY FOR FREE BROCHURE 
Stop In and See Our Perma- 
nent Display At The Advertis- 
ing Display Center, 58 Park 
Avenue, New York, New York. 
7 


SIGN COMPANY 


Division of Artkraft* Manufacturing Co. 
1133 E. Kibby St. Lima, Ohio 
Please send new brochure on Art- 
kraft* signs. 
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UP IN LIGHTS—In the center is David A. Levy, salesman for Poirier & Lindeman Co., 
notions distributor; the spectacular to the right of him, located on the corner of 
Broadway and 46th St. in Times Square, features the same smiling face and reads: 
“Introducing David Levy. . . the first great salesman of 1954.” Mr. Levy got his name 
up in lights, plus an expense-paid holiday in New York, by winning a contest spon- 
sored by Pioneer Rubber Co., Willard, O., among wholesaler salesmen for 2,000 com- 
panies through which Pioneer distributes its household glove products. With him at 
the unveiling of his portrait in Times Square are John B. Bowman (left), general 
sales manager of Pioneer Rubber, and sign designer Douglas Leigh, who says this 
is the first time any individual has made the bright lights on the strength of straight 
salesmanship. 


CLOSE HARMONY—Offering a lusty rendition of an original 
scomposition extolling the merits of Dodge automobiles is this 
new quartet which made its debut at the Detroit Automobile 
Show. The musicians (left to right) are Jack W. Minor, director 
of advertising and merchandising; R. C. Somerville, v.p. in 


HAIL, HIAWATHA—A brand new adclub is the Hiawatha Valley group, whose mem- 
bers are drawn from LaCrosse, Wis., and from the Minnesota cities of Rochester, 
Winona and Red Wing. The first panel of officers includes (from left) Bill Erin, Madi- 
son Advertising Agency, Rochester, treasurer; Mrs. Adolph Bremer, ad director of 
H. Choate & Co., Winona, secretary; William H. Jefferson, head of Jefferson Ad- 
vertising Agency, LaCrosse, v.p., and F. J. Marin, assistant ad manager of 5. R. 


Watkins Co., Winona, president. 


charge of sales; William C. Newberg, president, and L. F. 
Desmond, general sales manager, all of Chrysler Corp.’s Dodge 
division. The same melodic group will put in an appearance 
at the Chicago Auto Show in April, but has reportedly refused 
a repeat performance. 


BALTIMORE CONFAB—Speakers at the fourth annual regional 


PRE-FIGHT BRIEFING—Before going into a debate on ways to 
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of the Michigan Council. Panel members (left to right) are 


improve advertising, the members of a panel session held at Paul Smith, president, Crowell-Collier Publishing Co.; John 


the Four A’s Michigan Council meeting get their briefing from 
moderator S. R. Bernstein (right), editor of Advertising Age, and 
George Richardson, v.p., J. Walter Thompson Co., and chairman 


WHERE’S MY AWARD?—TV star Art Carney (right) of the ‘Jackie Gleason Show” 


mimics an expectant award winner at the presentation of TV Guide's Popularity 


Pool Awards in Philadelphia. Franklin Roberts (left), president of the Television 
Assn. of Philadelphia; Sherman Gregory, Philadelphia manager of TV Guide, and 
Sylvania’s Roxanne (‘Beat the Clock’) look on appreciatively. 


Cunningham, exec. v.p., Cunningham & Walsh, and James J. 
Nance, president, Packard Motor Car Co. The session attracted 
more than 1,000, and hundreds more were turned away. 


PRESENTATION—RCA board chairman Da- 
vid Sarnoff (right) receives the 1954 hu- 
manitarian award of the Golden Slipper 
Square Club in Philadelphia from William 
H. Sylk, president of Station WPEN. The 
presentation included a $1,000 check which 
Mr. Sarnoff turned over to the club’s 
children’s camp fund. 


CALL FOR $85,000,000—Ray Sullivan (left), president of Sullivan, Stauffer, Colwell 


& Bayles, New York, is shown with Joseph Leopold, v.p. and copy chief, and William 
Overton Jr., of Dallas, national campaign chairman for the 1954 Red Cross drive, 
which seeks $85,000,000 and 30,000,000 active members. SSC&B, the volunteer 
agency, will push the Red Cross role in disasters, lifesaving, blood collections and 


other national emergencies. 


television seminar held by WAAM, Baltimore, included (left to 
right) Ken Carter, general manager of the station; Dr. Franklin 


Dunham, chief of radio-tv, U. S. Office of Education; Carl Haver- 
lin, Broadcast Music Inc.; Ben Cohen, president of WAAM, and 
Clair McCollough, general manager of the Steinman stations. 
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*SOURCE: From the latest Starch Consumer Magazine report. 
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'Falsiatt Plans to Lease 
‘Berghoft's Ft. Wayne Plant 
Falstaff Brewing Corp. plans to 


Detroit Challenges 
Westport as Home 
Grounds for Admen 


Detroit, March 9—Detroit ad-. 


ing Corp. in Ft. Wayne for 10 


cludes an option to buy. The move 


lease the plant of Berghoff Brew- | 
/years under an agreement that in- | 


awaits Berghoff stockholder ap-| . 


vertising men are convinced that 
they can beat suburban Connecti- 
cut’s “advertising concentration” 
index, and they claim the figures 
to prove it. 

Last Tuesday’s issue of ‘The Ad- 
crafter,”’ published by the Adcraft 
Club of Detroit, contains a front 
page “open letter” from Don 
Brown, the paper’s editor, to John 
Orr Young. Headed, “How Will 
You Have Your’ Crow, 
Young?”, the article says: 

“Back in December you wrote an 
article in the Westport [Connecti- 
cut, that is] Herald. in which you 
challenged the rest of the country 
to a duel on the basis of the num- 
ber of people in the advertising 
business living in an area similar 
to that around Westport. 


m “As the article in ADVERTISING 
AGE, which reported your story, 
had it, you included the towns of 
Fairfield, Wilton, Redding, Weston 
and Easton. The total population 
of this area is approximately 46,- 
OOM give or take a few. The land 
aréa is approximately 160 square 
miles. Right? 

“Herein live, you. say, 391 
advertising people... advertising 
agency personnel, 139; executives 
of major national advertisers, 25; 
television and radio, 48; people 
who work for publications, 49; 
public relations people, 22; artists, 
70; miscellaneous, 28. 


= “Now let’s compare that with 
the number of people living in 
Birmingham and Bloomfield Hills, 
two of Detroit’s finer suburbs... 
In these two communities, roughly 
35 square miles in area, live about 
20,000 people. Of this number 
there are 100 advertising agency 
personnel; 175 executives of major 
national advertisers; 16 television 
and radio people; 52 people work- 
ing for publications; 23 public re- 
lations people; four artists and 30 
in miscellaneous categories... 
“We’ve come up with 400 people, 
and it’s safe to say that we do not 
have the names of all the people 
who could fit into your categories. 
“Give up?” 


Gillette Safety Razor Splits 
Sales Promotion Activities 
Gillette Safety Razor Co., a di- 
vision of Gillette Co., Boston, has 
divided responsibilities for its 
sales promotion activities. George 
Estes has been promoted to retail 


Ronald G. Johnson 


George Estes 


sales promotion manager and Ron- 
ald G. Johnson has been named 
wholesale sales promotion mana- 
ger. 

Mr. Estes has been sales pro- 
motion manager for the company 
since 1938. Mr. Johnson formerly 
was merchandising manager of 
Florence Stove Co., Gardner, Mass. 


Howell Joins ‘Pop Science’ 

Richard E. Howell, formerly 
with Crowell-Collier, has joined 
the Chicago sales staff of Popular 
Science Monthly. 


<> 
AC] 


of all 


a 


proval. The lease will become ef- | 


fective April 1. 
| The Berghoff plant has a capac- 


/and one each in Omaha, New Or- 
/leans and San Jose. 


Texaco Buys Sportscast 


Texas Co. has signed to sponsor 


isportscaster Tom Harmon in a 
Monday through Saturday series, 
“Texaco Sports Final,” on 30 sta- 
jtions of CBS Radio’s Pacific and 
‘Mountain stations. The 15-minute 
|program started March 1. Kudner 
Agency, New York, is the agency. 


‘Charm’ Names Miss Harris 


Marion Harris, formerly mer- 
chandise counselor for Neiman- 
Marcus, has been named retail 
coordinator in Charm’s promotion 
department. 


ity of about 400,000 bbl. Falstaff 
|operates two plants in St. Louis 


FOUR-PLY CAMPAIGN—Better Homes & 
Gardens and Life will carry full-color pages 
like this featuring Gibson Refrigerator 
Co.'s four appliances together. Large-space 
newspaper ads also are scheduled in ad- 
dition to a trade campaign and special ads 
for the air conditioner line. Henri, Hurst & 
McDonald, Chicago, is the agency for the 
Greenville, Mich., manufacturer. 


Source: Publishers 
NETWORK RADIO 


Jan. 1954 Jan. 1953 

ae $ 2,830,654 $ 2,674,622 

a eee 5,192,906 5,137,148 
Siiiaiolehccees 1,808,960 1,786,134 
wienaeeis 3,391,873 4,260,555 

| TE > cetacccs $13,224,393 $13,878,459 


Advertising Age, March 15, 1954 


Network Gross Time Charges 


Information Bureau 
| NETWORK TELEVISION 


Jan. 1954 Jan. 1953 

eek $ 2,780,574 $ 1,604,892 
WE Sisdbissvacdaccs 10,713,329 7,083,619 
DuM. TV Net. ‘1,445,608 982,794 
REE 10,116,937 7,604,638 
ectoecete $25,056,448 $17,275,943 


Swimsuits Get Promotion 


| Catalina Ine. and M. Lowen- 
istein & Sons, New York, are run- 
ning a joint promotion featuring 
coordinated swimsuit sets for men 
and women called “Sweethearts 
in Signatures.” Four-color pages 
are scheduled for Glamour, and 
\department stores will provide 
window and other display space. 


Direct Mail Gains 3.5% 


Estimated dollar volume of di- 
rect mail advertising for January 
is placed at $105,510,000, according 
to the Direct Mail Advertising 
Assn. This is a gain of more than 
3.5% over the January, 1953, ex- 
penditure. 


Names Lancaster Agency 


MacArthur Products Inc., Indi- 
jan Orchard, Mass., has appointed 
Lancaster Advertising, New York, 
to handle Portable Porter strap- 
on-wheels for luggage. Advertis- 
ing includes consumer and business 
publications, direct mail, radio and 
television featuring well-known 
personalities using the Portable 
Porter. 


Beasley to KAFY-TV Sales 

Frank Beasley, formerly with 
KPIX-TV, San Francisco, has been 
named sales manager for KAFY- 
TV, Bakersfield, Cal., which will 
begin telecasting ABC network 
shows shortly. 


You can choose Sales 
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Galvin Predicts Higher TV Set Prices, as 


Western Appliance Men Discuss Overpricing 


San Dieco, March 9—Low tele- 
vision set list prices have vastly 
stimulated sales in the past six or 
eight weeks, but prices are going 
up, according to Robert Galvin, 
exec. v.p. of Motorola Inc., Chi- 
cago. 

Mr. Galvin made his prediction 
before 500 appliance dealers and 
distributors gathered at the annual 
winter conference of San Diego 
County’s utility-sponsored Bureau 
of Home Appliances. “Eight weeks 
ago, I wouldn’t have estimated 
that sales would go so high,” he 
said. “But buyers are responding 
well to the low list prices, and I 
think they will continue to do so.” 


s The Motorola exec warned, 
however, that prices are going to 
go up in the next six or eight 
months. “Profit margins on tv sets 


are moderate, sometimes  non- 
existent,” he told the appliance 
men. 


He also pointed out that there 
are now about 1,800,000 tv sets 
in ail pipelines of the industry and 
termed that inventory situation 
“relatively low.’ He said there 
has been no dumping of invento- 
ries in other than selected markets. 

Mr. Galvin also devoted con- 
siderable time to setting 


color means an increase in work- 
ing capital to finance inventories 
three or four times as heavy be- 
cause of the increased cost per 
unit. 

“But it will be worth while, for 
the profits,” he added. 

“You should regard color as 
the high end of a line, not as a 
replacement for black-and-white,” 
he cautioned the dealers. “It won’t 
replace black-and-white for a long 
time. 


‘s “You should feel that your line 


starts with a $199 black-and-white 
set and ends with a $1,000 or $1,- 
500 color set...This won’t be rev- 
olutionary, but it will, in an evo- 


lutionary manner, 
business.” 

Mr. Galvin’s estimate of 1954 
color tv production was 100,000 
sets. He called this a “downward 
revision” resulting from the ad- 
vent of larger color tubes than in 


change your 


the | me present 11%%”-picture version. 


dealers straight on color tv. From) 
the dealer’s standpoint, he said, | 


He also predicted-a significant 
change with regard to the “still 
important” radio industry. This 
year, he said, Detroit is equipping 


fewer new car models with radios. | 


He described this as giving dealers 
a new market to go after. 


s Another highlight of the meet- 
ing was a question panel in which 
Westinghouse Electric Corp. was 


put on the hook for its highly suc- | 


cessful “$200 trade-in” campaign 
(AA, Jan. 18). Walter Baker, 
western regional manager for 
Westinghouse, was tossed this 
question: Should a major ap- 


JOSEPH A. TERY, 
and film producer, has been named di- 
rector of radio, tv and films for Caples 
Co., New York. He formerly was program 


free lance radio, tv 


director of WINS, New York. 


pliance be priced with a “built-in” 
trade-in allowance? 

His response: “We are trying to 
avoid it, but it goes on every year. 
Our own formula is to turn in a 
dime and have a nickel change left 
over. 


— targets...py MARKETS 


INDIVIDUALLY—SECTIONALLY— NATIONALLY 


where your sales position is strongest, or weakest, or your profit potential 


You can concentrate your sales fire on that one market 


greatest, or your competition toughest. 


With PICTORIAL REVIEW you can shoot straight at such rich, 


important market groups as Los Angeles, New York, Seattle, Boston. Or you 


can score bull’s-eyes in all 10 of America’s big-volume ‘“‘key” 


markets with but a single, mighty, mass-penetrating blast. 


You can, with PICTORIAL REVIEW, execute a wide variety of 


separate or combination sales shots, locally, sectionally, or nationally. Among 


all great Sunday Magazines, only PICTORIAL REVIEW provides you without 


penalty the tremendous advantage of this dollar-saving flexibility, 


Represented nationally by 
HEARST ADVERTISING SERVICE 

959 Eighth Avenue, New York 19, N. Y. 
Offices in Principal Cities 


even for your advertisements in color. 


DISTRIBUTED WITH 


THE FOLLOWING 


HEARST SUNDAY NEWSPAPERS— 


San Francisco Examiner 
Los Angeles Examiner 
Seattle Post-Intelligencer 
Baltimore American 


Pittsburgh 


Sun-Telegraph 
Detroit Times 


Chicago American 
Milwaukee Sentinel 


New York Journal-American 
Boston Advertiser 


55 
“I don’t mean giving fake 
prices,” Mr. Baker’ explained. 


“All of us have been a party to 
overpricing. You can fool some of 
the people some of the time, but 
you can’t make them buy at these 


inflated prices.” 


= Ed, Barnes, western regional 
manager for Kelvinator, chimed in 
with the comment that “if you’re 
going to get into that kind of a 
poker game the mail order guys 


: will beat your brains out.” 


He said, too, that some dealers 
who have been getting their selling 
costs down to 20% are a strong 
incentive to other dealers and 
manufacturers to avoid padding. 
prices. “And I don’t mean the dis- 
count houses,” he added. 

With very little prompting, 
Charles E. Moore, western regional 
manager of Sunbeam Corp., took 
on what he described as “the para- 
site called the discount house.” 


= Mr. Moore said the discount 
houses “couldn’t exist unless they 
ate off the legitimate dealer’s ad- 
vertising and servicing, cheating 
the dealer out of sales without 
contributing toward creation of the 
market.” 

Mr. Moore was asked whether 
he thought the supermarkets were 
cutting into dealers’ small ap- 
pliance sales. His answer was no. 
“People don’t buy a $27.50 toaster 
like they buy a can of beans.” 

He said a drawback to super- 
market small appliance sales is 
that they offer no demonstration, 
no servicing. “They can’t ever be 
a factor on brand-name items, only 
on $1.98 items. It’s a gift occasion 
business—40% of it at Christmas, 
40% for other gift occasions and 
only 20% of the purchases for self 
use. 

“These aren’t impulse sales; 
they’re the result of sales demon- 
strations,” the Sunbeam manager 
added. 


TION 
since MEET 1932 


Aleta fy 
NETWORS 


AGENCIES 
WANTED 


Atlanto—Birmingham—Boston— 
Chicago—Florida—Minneapolis— 
Mountain States—North Carolina— 
Omaho—Pittsburgh—Richmond .. . 


cies, now covering 40 major mar- 
keting areas, completing NAAN 
coverage of the U. S. and Canada. 
Principals of interested agencies 
which can qualify will be invited to 
attend NAAN's 23rd Annual Man- 
agement Conference at Boca Ra- 
ton, Florida, April 12-18, 1954 
...@ must prior to election. For 
confidential details on NAAN re- 
quirements and unique. advan- 
tages for forward-looking agen- 
cies (in the above areas or 


NAAN is now represented in: Cedar Rapids—Cleve- 
land—Doyton—Des Moines—Detroit—Edmonton 
—El Poso—Fort Wayne—Fort Worth—Grand 
Rapids—Greenville, S. C.—Hartford—Kansas City— 
Los Angeles—Louisville— Marion —Memphis —Mil- 
waukee—Mobile— Montreal —Nashville—New 
Orleans—New York —Oakland—Oklahoma City— 
Peoria—Philadelphio—Portland, Ore. —Providence 
—St. Lovis—San Francisco—Seattle—Syracuse— 
Tacoma—Toronto—Tulsa—Washington— Waterloo 
—Wilmington—York. 


OAKLEIGH R. FRENCH, SR. 
Managing Director, NAAN 
Oakleigh R. French & Associates 
4235 Lindell Blvd.—St. Loufs 8 


Se res OMe st te. Ne ae Lp b ae 5 ‘ . ean ¥ 3 rr fm Dadee <: So apt a hy ke é a sy Pope ’ = ee jee . ’ . . - sg OR ‘eo datuy Met Ane an ¥ anes ahs pe Ow Ses oF 
no agate waeaet oes Be Tan i Se Lien anne a ae ee sapere Fe Eee Seek ts 55 a tis : Re ace & peas Were haan WM reat, eiteingiaet acc) 2 Ue pee Ye ast Man ery? eae aah eo Ogee en Behe < s ah Ste Sas i He dee pee ay, 
4 * i a a ae ae | ai eee cose a et 7F . ae keene nee a Fil et mpl ‘Rad aes wee s : ele yi nt ea wee 5 5 5 mt wg, rae : ot See aS oe Sie ea 
RUNS oi fl BRM wae 2 ae Si es eee anes ti tear”, oe arabe oe Ss AraNOR ea Bec, Sela CR ise HS). SoReal > a ag ie Sa fg og ahaa Ae RE, GB ORK ARM ec eT a ee ae Ma 4," MRL Gays 8 coda | mcmama Or 
i a sg Se ice ak acme ae = : Fm ame pana Dae Aiea pe Roe) a oes, tae = ‘zi Be © ee in men Me ed pee <a OS iy lM ere. aa ee 
ee a eM Tag g's ie es hee ey SS ee Gop eae Ce Fe: ee eat ee ey, oe wi eee tA Leetocre ye 257): Lae 
a fede mae 4, cre ae ey eee Ge a Toe See aoe 3 A ator et eg atn® : a ree fn 2 2g ite ie eee Se aoe ‘ be: sa le has elt Te oleae 2 ees Pheri oe ie ae f a Spe! ite aie a Se 
aoe = 4 , ee oe be E ‘ 4 t i “h : aera y een ee ee i inl: s p 5 r ee sine He peas 2 j : A : See 
an ai . i ' nee ae 
aaa i Ms 
isin ee \ x 
r | ene ee 3 
: { 
| y 
t = ee ‘ faster: fh. Sree oe ¢ 
\ Pe : EN eine sige. Te eae 52 
a ru Sig ere Rack * 
Bien. | er . Aoki SMe ie es Pe oa 
Wieser { ; . =a eiboe we, - 
oe +) aed eee 
art) ieee g Rn eerie s 2 
Sheree ; ee es Sid ee fe 
ae ' sie? RE eee 
AS: H ee oo ae Pec : % 
ae eee oe ‘ ae : 
oe | a > %- RE ae 
- ae al 3 SB eee 
ee le * re S 
2 i < =~ a oe : 
iS an a ae ae q a SC ee 4 
es a r Bi | 
ee eS < i ee a . 
a ce up Ee << : 
rr mate ie ee ty “a a. 
pes | a a “ 
“sie | a E 
ae t Dt = aaa zu 
a ae i eS Soca ’ ae 
“ | ee a s i 
} ee aot - 
| ee. ae Sant aubee : 
3 
eS 
; 
| | a 
| ; 
aes ——— . 
senate i ve 
tee } x 
ape *, | ; 
2 Ss {| : 
“A i oa: 
ee a 
mr, sic 
. Le ° 4 
Mise :} ‘! 
25m ’ 
oo ae 
sa ’ 
& 13 
- 
_ poe 
oa aa 
- 7 
a ; 
oe | ni 
ec 
i | ; 
i 
| : 
; , 
! ; 
| 
ae 
Mires a 
me 
oe ~ po 
eas a 
. oo ; 
‘a hy a 
are me 
eee : 
ed 
ee al s 
opi ie 
ae a 
ahs = 
et ay ie 
es te 
Ce ; 
-_ 
ree, a 
Tne Sa 1) 
ae act 
ae ae git 
iz a = 
SS a 
Bes. Ys ‘ 
eas a 
eae ee = 
ous o 
i eer = 
earn a er 
cet - 
mas etary : 
Pia aat aes ain. 
Cae Ps HM 
Se * rs Big ee at F Se 
see eee Oe ioe iP eee e pane poaien es ae 
ere Pe a Mg oe os i ta kl ees ke 
ae © i y a] 
res 
i: PO : ae 
aes poe 
eee Sar Be ie wives mere Orie a ‘ 
Suet ie a ae en ewe tine F : 
agen yA . < ze pee BS Sie y A ee 7 , ane 
eee, . pr 
Wig 2 . 
Sy he ts i . . ee Be gree eee Saul Sane 
= a . Xe Te te tt ee eo eae oes ) 
ae ane Te ies - 4 ‘ ete cies oie 4 2 
4 Ul 
| | a 
q = 
= J | ‘ 
% | 
| 
ee 
| 
: | 
| 
; po | 
: | 
| 
es | cy eee 
: aE 
a | 
4 4 
; ee ae : 7 ‘ e } : fica 
a i i . 4 a 2 J ae AE i . ¥ : = : " ics : me = : - a bs 
re i, Lienp » * - “ 7 ee is i # s . ° = . a“) eS oe ae, Pa ae 7 es - 3 A ¥, $: ae», ena 


TOPS IN OUTDOOR—Among the ‘100 best’ outdoor posters honored in the Chicago Art Directors Club’s 
National Competition & Exhibit of Outdoor Advertising Art were these first place winners (top row): 
Motor Co. (J. Walter Thompson Co., agency; Al Buehl, artist; George Booth, art director; U.S. Printing & 
lithographer); Coca-Cola Co. (D’Arcy Advertising Co., agency; Lyman Simpson, artist; Wilbur 
Smart, art director; Gugler Lithographic Co., lithographer); Norge division, Borg-Warner Corp. 
Simpson, artist; George Baier and Charles McCarty, art directors; Compton & Sons, lithographer). Second 
row: Theo. Hamm Brewing Co. (Campbell-Mithun, agency; Carl Paulson, artist; Don Young, art director; 


Litho. Co., 


=) Midsummer _ 
magic 7 


SHERAI 
CHICAGO IS MILES 


Ford 


(Lyman 


U.S. Printing & Litho. Co., 


art director; Schmidt Lithograph Co., 


ON HOTEL 


TELEVISION & RADIO 


Spurgeon-Tucker Co., lithographer). 


REGISTERED 


| REST | 
. , ROOM} 


lithographer); Sheraton Corp. of America (Batten, Barton, Durstine & Osborn, 
agency; Harvey Kidder, artist; Aldo Casi, art director; painted bulletin); Texas Co. (Cunningham & Walsh, 
agency; Mary Mayo, artist; Leslie Beaton, art director; 
Time Inc. (Young & Rubicam, agency; Milton Greene, artist; Hugh White, art director; Gugler Lithographic 
Co.); Interstate Bakeries Corp. (Dan B. Miner Co., agency; Gordon Provansha, artist; Richard G. Williams, 
lithographer); Ralston Purina Co. (Gardner Advertising Co., agency; 
John Eppensteiner, artist; Dale Kirchhoff, art director; Compton & Sons, lithographer). 


Third row: 


80% of ‘53 Food 
Sales Were Made 
in Supermarkets 


NEw York, March 9—Supermar- 
kets and their little brothers—the 
so-called superettes—represent 
only 25% of the nation’s food 
stores, but in 1953, according to 
Progressive Grocer, they did 80% 
of total retail grocery sales. 

The magazine’s 21st annual sur- 
vey of food retailing reports that 
total grocery store sales last year 
reached $34.7 billion, up 5.5% 
over 1952 totals. Of this amount, 
small independent stores accounted 
for only 20% while four-fifths of 
the total business went to inde- 
pendent and chain supermarkets 
for 48% of the total, and to in- 
dependent and chain superettes 


for 32%. 

The publication says the “chief 
factors behind the rise in total 
grocery volume... were the grow- 
ing food store volume in drug 
items, soft goods, and housewares, 
more eating at home and’ more 
home entertaining; increased sales 
of convenience and therefore 
higher price foods, and the grow- 
ing tendency of the housewife to 
make the food store the focal 
point in her shopping tour.” 


= The year saw more than half 
of the nation’s supermarkets and 
superettes using premiums and 
stamp plans to draw traffic. On 
the manufacturing level, Progres- 
sive Grocer observes that it is es- 
timated that the number of con- 


sumer coupons and “deals” was | 


Little change was noted in the 
relationship between chain and in- 
dependent dealers, the ratio re- 
maining where it has for the past 
20 years at approximately 65% of 
total sales for independents and 
35% for chains. 

The survey notes that 1953 saw 
“the withering away of food freez- 
er plans that had caused some- 
thing of a stir in 1952.” These 
plans, the publication says, could 
not deliver frozen foods to 
American homes “as efficiently or 
economically as could the food 
sore...” 


Beggs in New England 
Morrison S. Beggs, formerly of 
the New York sales staff of the 
special publications division of 
|'House Beautiful, has been named 


in any previous year. 


the division. 


| 


Nestle Co. Buys NBC Radio 
Time to Sell to Night Owls 


Nestle Co., White Plains, N. Y., 
has bought participations in the 
all-night record shows on NBC’s 
o-&-o radio stations in four mar- 
kets. This is the first sale on the 
network’s new plan, which per- 
mits an advertiser to buy one or 
more announcements every hour 
throughout the night every night 
on the four stations. 

Nestle bought  post-midnight 
participations six nights a week 
on WNBC, New York; WTAM, 
Cleveland; WMAQ, Chicago, and 
KNBC, San Francisco. Sherman & 
Marquette, New York, is the agen- 
cy. 


Hotel to Needham & Grohmann 

Hotel New Yorker, recently ac- 
quired by Hilton Hotels Corp., has 
appointed Needham & Grohmann, 
New York, to direct its advertis- 
ing. 


Laas to American Shirtboard 

Harold J. Laas, formerly sales 
manager of Universal Battery Co, 
has been appointed v.p. in charge 
of sales of American Shirtboard 
Advertising Co., Chicago. Shirt- 
board has also named Bob Howe 
Public Relations to handle the 
company’s merchandising and pub- 
licity program. 


Marijean Isaac Heads PR 

Marijean Isaac has been ap- 
pointed director of public relations 
for the commercial division of 
Blaine-Thompson Co., New York. 
She was formerly with Arthur 
Meyerhoff & Co. and Louis G. 
Cowan Inc. 


Quin Elected Agency V.P. 

Hilton & Riggic, New York, has 
elected Joseph Quin Jr. a v.p. 
Mr. Quin was formerly on the sales 
staff of Advertising Publications 
Inc. 


NEWSPAPER MATS” 


When time oo iensitaniciie fast, aie. 
_ pendable service “with top quality, you 
can depend on Lake Shore to come 
through “in the pinch’— for that’s a 


Lake Shore specialty. ‘Round the cloc 
service on mats, plastic plates, stereo- 
types, reprints and shipping. The lorgest, 
most complete filing service on dealer 
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NBC-TV Readies 
New Hour Program, 
‘Out on the Farm’ 


CuHiIcaco, March 11—National 
Broadcasting Co. is readying 
another new network tv show, this 
one to originate on a farm near 
Chicago. 

Ben Park, executive producer 
for NBC in Chicago, is behind the 
project, and the network has al- 
ready spent about $25,000 on the 
preliminaries. ; 

The idea for the hour-long pro- 
gram—which will be called “Out 
on the Farm,” and will probably 
be aired on Saturdays—is to tell 
city dwellers what it’s like to live 
in the sticks and how a farm op- 
erates. The scene is a model farm 
in Cloverdale, Ill., about 25 miles 
from Chicago, cwned by farmer 
Wilburt Landmeier. He and his 
family will be seen going about 
their daily affairs “out on the 
farm.” 

Farm news and stories from oth- 
er parts of the country will prob- 
ably be presented during the show, 
too. 


® No starting date has been set 
for the program, which is shaping 
up in the Pat Weaver (NBC presi- 
dent) style of “Today” and 
“Home,” but an early debut is ex- 
pected. 

Eddie Arnold will emcee the 
weekly farm visit, and the “Zoo 
Parade” team of Don Hurlbut and 
Marlin Perkins will be on hand to 
talk about farm animals. Other 
NBC midwesterners who’ll work 
on the program are John Ott and 
Clint Youle. 

“Out on the Farm” may be sold 
on a participation basis, as are 
“Home” and “Today,” or it may 
have a fulltime sponsor. Either 
way, NBC officials aren’t antici- 
pating any lack of sponsor interest. 


Clark Gets Honorary Post 

Paul F. Clark, president of John 
Hancock Mutual Life Insurance 
Co., Boston, has been named hon- 
orary chairman of the 50th annual 
convention of the Advertising 
Federation of America by the host 
club, the Advertising Club of 
Boston. The convention, which 
coincides with the 50th = an- 
niversary of the organization of the 
Boston club, will be held at the 
Hotel Statler, Boston, June 20-23. 
Edward C. Donnelly Jr., president 
of John Donnelly & Sons, Boston 
outdoor company, and _ current 
president of the club, will be chair- 
man. 


Kaufman Elected President 

John J. Kaufman Jr., treasurer 
of Transparencies Inc., New York, 
has been elected president of the 
company, which he purchased in 
mid-January from Harry Rower. 
John P. Riley, sales manager, has 
been elected v.p. The company de- 
signs and produces visual presen- 
tations for advertising, sales pro- 
motions and trade relations. 


Barth to Roberts, MacAvinche 

William Barth, formerly with 
Guenther-Bradford & Co., Chicago, 
has been named an account execu- 
tive of Roberts, MacAvinche & 
Senne, Chicago. The agency has 
been named to handle advertising 
for Chicago Western Corp., Pina- 
fore chicken processor, and Peter- 
Pan Inc., producer of canned veg- 
etables. 


George Wilfred Moves 
George Wilfred Advertising 
Agency has moved from Newark, 


N. J., to 615 Wyoming Ave., Eliza- | 


beth, N. J. 


‘Bulletin’ Reduces Columns 

The Bulletin, Bend, Ore., has re- 
duced its column width to 11% 
picas and increased its page length 
to 21”. 


Goodrich Takes Insert 

B. F. Goodrich Co., Akron, ran 
a 32-page four-color comics-style 
insert on safe driving in the March 
3 issue of Scholastic Magazines. 
The insert, created and produced 
by Scholastic under the supervision 
of Goodrich’s public relations de- 
partment, tells how a _ teen-ager 
qualifies to drive the family car. 


for BUYING ENTHUSIASM 


—Here’s your Market— 


100% Women 


: 76% WORKBASKET subscribers are homemakers 
‘Shopping News’ Suspends : 

The Shopping News, Portland, . . . enthusiastically on the lookout for 
Ore., suspended March 1 after 29 
years of continuous publication. 
Walter B. Schade, general man- 
ager, said the suspension was due 
to “high publishing costs and daily 


newspaper competition.” 


the best buys . . . and they are influenced 
most by The WORKBASKET because it guides 
and directs their homemaker activities. 


The WORKBASKET 


A Modern Handcraft Publication 
543 Westport Rd., Kansas City 11, Mo. 


NEW YORK, 489 Fifth Avenue, Murray Hill 2-2492 
CHICAGO, 360 N. Michigan Avenue, Andover 3-6929 
PASADENA, CALIF., 234 E. Colorado Street, Ryan 1-9155 
DELAND, FLA., 202 Conrad Building, 1417-W 


Baker Names Montgomery 

Richard G. Montgomery & Asso- 
ciates, Portland, Ore., has been 
named to handle advertising and 
publicity for Davidson Baking Co., 
Portland. Previously, the account 
was handled by Elliott, Goetze & 
Boone, San Francisco. 


This is interest 


The American Weekly creates ENTHUSIASM * 


If you'd like to steamroller competition, get into The AMERICAN WEEKLY 
to get the coverage that pays off! This red-hot Sunday magazine 


carries your message to 20% or more of the families 


in the 783 major markets where sales leadership is won or lost! 


The 
AmentcaNWEEKLY 
* ENTHUSIASM is interest raised to the buying pitch! : 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, WN. Y. 
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Ford Foundation to Continue Its TV-Radio 
Workshop in ‘54; ‘Omnibus’ Fate Undecided 


NEw York, March 10—H. Rowan! This, added to the “Omnibus” 
Gaither Jr., president of the Ford! deficit, brings to $1,223,025 the 
Foundation, has put a stop to|amount of money spent on work- 
rumors that the foundation’s tv-| shop packages by the foundation in 
radio workshop would discontinue the last two years. The sum should 
its television programming activi- | be augmented slightly to make al- 
ties. _lowance for office and administra- 

He stopped the speculation on) tive expense at the workshop. 
this point at least by announcing | Of course, as pointed out earlier, 
that the foundation has made a'the foundation did not set up the 
“general appropriation” for the} workshop to make money and it 
activities of its workshop for the} should not be judged on that basis. 
1954-55 season. Mr. Gaither said | “We felt the importance of com- 
that announcement of program/ing in while the medium was 
plans for the ensuing season would | young and showing that television 
be made by Robert Saudek, direc- | can be a valuable influence toward 
tor of the workshop, “as they are raising the general levels of taste, 
completed.” culture and knowledge of the 

Mr. Saudek, in turn, would not country,” Mr. Saudek explains. 
say whether the present workshop 
productions, “Omnibus” and “Ex- 
cursion,” will be back in the fall. 


| 
| 
's He is understandably proud of 
|the sponsorship record of “Omni- 
bus” because a major part of the 
philosophy behind the workshop’s 
efforts was to demonstrate that 


programs with high cultural con- 


a Since its inception about two 
years ago, the workshop has come 
up with the two programs to carry 
out its announced aim “to conserve 


|tent could also attract agpiences 
‘and be commercially succéSsful. 

Mr. Saudek wanted to show that 
the doctrine that selling can only 
_be done by lowering the standards 
is false. He wanted to show that 
selling can be done by raising the 
standards. 


In terms of convincing several | 


'advertisers of the correctness of | 
this approach, “Omnibus” has been |, 
highly successful. Willys stayed |’ 
with the show until the company |’ 
Kaiser-Frazer. | 


was bought by 
American Machine & Foundry Co. 
was a regular “subscriber” for 33 
weeks, but dropped out when the 
excess profits tax expired. Scott 


Paper Co. joined the show’s lineup. 


in December, 1952, and has already 
indicated it will be back next fall 
if the program continues. Another 
longtime, and presumably satisfied, 
sponsor is Greyhound, which, like 
Scott, uses the show for “class” ap- 
peal. A bus ride never looked so 
luxurious as in those smooth 
“Omnibus” commercials. Kelvi« 
nator has been buying the show 


| since January. 


Robert Saudek 


During the first 12 weeks of the 
current season, “Omnibus” de- 
livered an average of 4,746,000 
homes weekly to its advertisers at 
a cost of $7.16 per thousand. This 
is a few decimal points lower than 
the Nielsen average cost per thou- 
sand for network tv shows for 
about the same 12-week period. 

However, the workshop has not 
only tried to please the advertisers, 


Advertising Age, March 15, 1954 


™ |it also has sought to attract viewers 
‘|by interesting and 


stimulating 
them. And though “Omnibus” may 
have been accused of leaning over 


|| backwards in a quest for culture, 
‘| George Benson, executive associate 
|} of the workshop, has as fine a col- 
_|lection of charts, graphs, surveys, 
‘jete., as any commercially-minded 


account executive. 


® Far from being unmindful of 
what people at home think about 


| “Omnibus,” Mr. Saudek and his 


associates have made every effort 
to find out. One of their most in- 
teresting surveys gauged viewer 
reaction to the commercials on the 
“Die Fledermaus” production last 
February. This program was se- 
lected because they considered it 
the strongest possible test to which 
they could put the commercials. If 
the commercials were good enough 
not to “alienate” the opera lovers 
or “diminish” their, enjoyment of 
the program, they could be con- 
sidered very good indeed. 

Only one out of eight viewers 
telephoned volunteered any criti- 


and increase knowledge and enrich | 
our culture... through the more ef- 
ver use of mass media... for 
b 


tter utilization of leisure time 

r all age groups.” 

Now finishing its second 26- 
week series, “Omnibus” has been 
called everything from the bright- 
est show on tv to a pretentious 
hodge-podge. During its two sea- 
sons on CBS, the telecast, which 
sought to provide something for 
everybody at a weekly program 
production cost of about $60,000, 
has been about 80% sold out. 

Starting with Willys-Overland | 
as its first “subscriber”—a term | 
which critics like Jack O’Brian’ 
found a bit stuffy—in the fall of) 
1952, the 90-minute telecast was | 
sold out to five by the end of the 
first series. 


® The workshop offers its pro-| 
grams to advertisers at cost and has 
not sought to make money on them. | 
At the beginning of the 1953-54) 
season, Mr. Saudek and his associ- | 
ates decided that “Omnibus” would 
be more effective if the sponsor 
limit were cut to four. However, 
for most of this series—only five 
of the 26 weeks were sold out—the | 
show has been going with three 
“subscribers” instead of four. 

Program-production costs for the 
two years have totaled $3,120,000. 
During the same period advertisers 
have paid program fees amounting 
to $2,416,975. A little fast sub- 
tracting and you have a net cost 
of $703,025 to the foundation for 
two seasons of ‘“‘Omnibus.”’ 


a The workshop’s other video 
brain child is “Excursion,” a 30- 
minute show planned to appeal to 
the younger segment of the audi- 
ence, which has gone 26 weeks 
without sponsor support on NBC- 
TV. The talent-production outlay 
on this one is $20,000 a week—or 
a total of $520,000 for the series. 


| manufacture | 
CUSTOMERS? | 


. «+ the hard-hitting guidebook by 


== DONALD M. HOBART and J. P. WOOD 
both of The Curtis Publishing Company 


eh) — 


THE RONALD PRESS COMPANY 
15 East 26th Street © New York 10 — 


Where 
do you get 
the facts 


from LUMOYL 


about your product... 
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SOMETHING OLD, SOMETHING NEW—These four scenes represent the major undertakings of the Ford 
Foundation’s workshop series, starting with Orson Welles who was lured back from Europe to star in 
“King Lear.” Viewers were given “something new” when the workshop presented a little-known George 
Gershwin one-act opera, “135th Street,’ which had been collecting dust on a publisher's shelf for 25 years. 


cism of the program. Perhaps it is) 
significant that one out of eight 


had never seen or heard an opera 
before. Less than half of these 
complaints were directed against 


the commercials. There was some, 
loss of audience during intermis-_ 


sions, but the third act audience 


was the highest. Sponsor identifi- | Dollard of Yale University. He) 


cation was fairly low except for found that “Omnibus” was getting 
Willys, which scored 46% correct its biggest following—36%—from 
in this J. A. Ward Ine. study. /high school graduates, which may 

or may not have caused the pro- 


= More up-to-date audience “re- ducers of the show to raise their 


views” came in a seven-C¢ity tele- cultural sights. 
phone survey made by Prof. John, One harried mother volunteered 


Borrowed from the pages of history was another ‘Omnibus’ presentation on the life of Abraham Lincoln, 
starring Royal Dano. Some of the five-part film series has already been repeated because of enthusiastic 
audience response. The blue element was supplied by a nostalgic program spotlighting the original Benny 
Goodman Trio—Gene Krupa, Teddy Wilson and Goodman. 


ithe suggestion that NBC’s “Zoo A middle-aged, married woman 
Parade,” which competes with the |in Atlanta commented: “I’ve tried 
show, was “educational enough” three Sundays to watch ‘Omnibus’ 
for children and that “Omnibus” ‘and just can’t look at it. It’s too 
should be on at night when the long-haired and old-fashioned—too 
adults could enjoy it without hav- | extreme.” 

‘ing to worry about keeping the | 


‘kids occupied. # In the same city another viewer 


In Baltimore--America 


é 


's Number | Test Market-- 


you can get them first hand 


Test your product in a major league 


market with a major sales potential .. . 
in Baltimore, the Nation’s 6th largest 
city. Advertise your product in_ the 


News-Post, you'll reach more-than-half 
of Baltimore’s families, and you get, at 
no charge, quick, accurate facts about 
consumer buying habits through the 
News-Post’s panel of 400 housewives 
from 400 typical families. 


Each week panel members submit their 


day-by-day itemized purchases in gro- 
cery, drug, cosmetic and toiletry classi- 
fications. This information is tabulated 
and summarized and given to News- 
Post advertisers who then have reliable 


data on consumer purchases by product, 


through The News-Post's Consumer Buying Panel 


brand, size, volume, source of purchase 
and price. Grocery product reports are 
issued bi-monthly . . . drug, cosmetic and 


toiletry reports are sent out each quarter. 


Upon request, we will cross-tabulate, and 


supply at actual cost, data on who buys 


your product by age, income, racial, size- 
of-family, and other significant group- 
ings. Consumer buying habits, brand 
loyalty, brand switching, effectiveness of 
special deals and many other important 
facts are revealed from cross-tabulations 


of consumer buying-panel data. 


For further details, call or write the 
Hearst Advertising Service representative 
in your territory. 


Baltimore News-Post 
and Sunday American 


Bought and read by more-than-half of Baltimore’s families 


described it as one of the few prog- 
rams on television that is “worth 
seeing.” 

As a group, the women liked the 

plays, particularly those with 
Helen Hayes, and the men enjoyed 
sequences dealing with scientific 
| subjects. 
The workshop has kept a run- 
| ning record of the “holding power” 
of all the features on “Omnibus” 
| this season and last. These tables 
\show whether each sequence 
| gained, lost or held even with the 
‘audience. The ballet usually lost, 
but so did the rodeo and a piece 
about football at Columbia Univer- 
sity. Plus scores were chalked up 
by the Lincoln series, “Fleder- 
maus,” “La Boheme” and the germ 
warfare films of American flyers 
being grilled by the Reds in North 
Korea. 

An announcement is expected 
from the workshop in a few weeks 
to clarify the future of “Omnibus.” 
So far the sponsors contacted by 
ADVERTISING AGE have not been 
told if the program will be on 
this fall. 


Delaney to Greater Weeklies 
Thomas E. Delaney, formerly an 
account executive with H. L. Mi- 
‘hic & Co., New York, has been 
/named eastern sales manager of 
Greater Weeklies Associates Inc., 
New York, representative for 
weekly newspapers in 28 states. 


DAY-GLO 
PLUS COLORS mea 


PLUS PROFITS 
for YOU! 


@ DAY-GLO Daylight 
Fluorescent Colors give 
all your promotion the 
plus color values that 
mean plus profits for you. 


SWITZER BROS., nc 


First Name in Fluorescent Colors 
4732 St. Clair Avenue 
_ Cleveland 3, Ohio sarge ee 


; in Canada: : 
_ STANDARD SALES COMPANY 
| 4097 Madison Avenve 


Montreal 28, Quebec 
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Rheingold Names MacDonald 
Arthur D. MacDonald, formerly 
general manager of White Rock 


This Week in Washington... 


PUBLISHERS 


: ‘ale , 
publishers’ = eage g Bottlers, Los Angeles, has been Congress Plans More Tax Exemptions 
erage of Middle-West territory. ‘named v.p. in charge of sales of 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 
5124 W. Irving Park Rd., Chicago 41, te. 


Rheingold Brewing Co., Los An- 
geles, a subsidiary of Liebmann 
Breweries, New York. 


By Stanley E. Cohen |\tax exemptions. 
Washington Editor George (D., Ga.), who is the lead- 
WasHINGTON, March 11—With er of this movement, says the in- 
Congress showing increased inter- | ‘come tax benefit ought to be 
est in tax measures that give di- adopted even if it means putting 
rect and noticeable relief to in- aside the Internal Revenue Code 
dividuals, there is some concern adjustments for the present. 
here that Internal Revenue Code | 
revisions, long sought by business, g From the standpoint of busi- 
may run into trouble. ness, every form of tax relief has 
The Administration feels the advantages. Excise and income 
‘code revision bill is particularly tax cuts build consumer purchas- 
‘appropriate at this time as a de- | ing power. On the other hand, the 
'vice to stimulate investment and tax reorganization bill would 
| Promote expansion of the econ-| make it attractive for corporations 
omy. While it says this is all the | |to spend money to build preduc- 
‘tax relief the Treasury Depart- tion facilities and merchandising 
ment can afford at this time, it is | organizations. 
going along with the excise tax| Much has been written about 
| cuts voted by the House this week. | the stimulus which would come 
Meanwhile, a large number of | from liberalized treatment of 
‘members of Congress are plan-| | plant and equipment amortization. 
ning to pass some form of legisla-_ |From the standpoint of marketers, 
tion increasing individual income however, it is also worth while to 
| consider the beneficial results that 
| could come from another section 
'of the bill—the section establish- 
|ing a two-year carry-back for cor- 
/porations which suffer operating 
| losses. 
_ Under this plan, a company that 
|suffers losses from current oper- 
ations can obtain rebates from the 
| government, up to the amount it 
paid in taxes during the two pre- 
|ceding years. In effect, the gov- 
/ernment—which taxed the firm 
| during its profitable years—shares 
the risks incurred from operations | 
in less prosperous periods. 


Sen. Walter 


Automatic  ' io 

and economy cialists in short run, 
large surface printing for outdoor and in- 
door advertising. 


4-COLOR SCREENOLITH 2 
PROCESS 
"SOLID COLOR PRINTING 


SV rd ¢ 

> BAY-c10. Bn 
oe re A ey as sd \ 
te gh lowest t -screen printing 
avai hawaii the Pr — of local 


and sectional 24-sheet posters in 
the United States. 
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» 1570 S$. FIRST ST., 

OFFICES IN: New York Boston 

Pittsburgh ¢ Detroit Chicago 

St Louis * Dallas * San Francisco 
Seattle * Portland 


MILWAUKEE, WIS. 


iT TAKES / 
TO CULTIVATE THE WESTERN MARKE 


KOA goes to the city, ae but right 3 | 
let's concern ourselves with:those 213, 7 
953 tractors and soak: owners. | a 


% 


They dulticae 3 some , 263; 098, 634 « acres 
of MVesteyr Market farms in 302 counties ~~ 
12 sta ms where me average 
income exceeds the nafior 
<n 


@ Paul Hoffman explained last 


| two-year carry-back helps a dur- 
ables producer who must intro- 
|duce new products or build his 
|merchandising staff in the face of 
|current sales resistance. 
| Studebaker, he said, ought to 
|spend about $5,000,000 extra this 
| year to overcome the deteriora- 
|tion of its sales organization that 
Set in during the long period of 
| easy selling. 
| “If Congress passes the carry- 
_back, to protect us against exces- 
mee 6Sive loss, we might be inclined to 
[= |go ahead with a program of this 
4 | kind, ” he said. 


KOA, too, cultivates this. area with roa : 
grams of entertainment and farm sery- 
ike, tailor-made for the Western Market. 
Plant your sales message on: KOA-Radio_ 
"The single-station network” — and — 
harvest a bumper crop of sales! 


* e 
| The House has SP $75,000,000 | 
| for the U. S. Information Agency | 
| after beating off a little band of | 
“irreconcilables” who _ tried to) 
\chop off $20,000,000. The budget, 
|approved by the appropriations | 
|committee and accepted by the, 
| House, forestalls a modest expan- 
‘how proposed by President Eisen- 
| 


hower, but permits continued | 
operations without further cur- 
| tailment. 

The rebels, led by Rep. Fred 
Busbey (R., Ill.), contended that 
the information service has too 
many hold-over executives from | 
the “old regime.” “As far as I 
know,” Rep. Busbey commented, 
“Mr. Streibert, the new head of 
the agency, is a very honorable 
gentleman. He has had a very dis- 
tinguished career in the field of 
radio and television with the Mu- 
tual Broadcasting System; but I 
challenge anyone to show me one 
single qualification Mr. Streibert 
possesses for handling an ideologi- 
cal program such as the Voice of 
| America.” 


mg One of the most effective an- 
|swers came from Rep. Frank T. 
Bow (R., O.), a House member 
distinguished for his frugality 
with the taxpayer’s dollar. “Mr. 
Streibert was before our commit- 
tee for four days,” he reporied. 
“Here is a man, the head of a new 
agency, who was able to come in 
and present himself practically all 
the testimony before our cominii- 
tee. He has shown himself well 
advised as to what was going on. 

“Mr. Streibert has experience 
in the radio field, the information 


ood eden 


: fr 


week (AA, March 8) how the! 
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field, and in administration. You 
can get any number of people who 
are investigators of communism, 
you can get writers who can write, 
but in this agency in the past the 
trouble has been we have had 
people who were not familiar with 
administration, [didn’t know] how 
to run an agency, [and] were not 
familiar with large radio opera- 
tions. The gentleman has seen the 
waste and so have I.” 

* * a 

Commerce Secretary Sinclair 
Weeks will have an urgent repair 
job on his hands when he goes be- 
fore the Senate appropriations 
committee to request the restora- 
tion of funds which the House took 
out of the budget for the Bureau of 
the Census. 

At a time when government and 
business alike are hungry for at- 
curate information about business 
trends, the House held the Census 
Bureau to $6,200,000—the smallest 
operating budget since prewar 
days. To add insult to injury, it 
specified that $10,000 of this fund 
should be used for a new monthly 
report on coffee supplies—a report 
that could be useful to members of 
Congress in the event that coffee 
still has political appeal when the 
fall elections roll around. 

Meanwhile, the annual survey of 
manufacturing, which is the key 
to the Federal Reserve Board’s 
production index, was abandoned 
in order to save about $300,000. 
|And the new reports on retailing 
|and wholesaling sales and invento- 
|ries, established this year at con- 
|siderable expense, would also be 
‘abandoned in order to save a few 
thousand dollars. 

& % e 

Federal Communications Com- 
|missioner Robert E. Lee seized the 
opportunity this week to display 
his independence of Sen. Joseph 
McCarthy (R., Wis.) by volun- 
teering to the United Press his 
opinion that the TV networks have 
no legal or moral obligation to 
provide time for the senator to 
reply to a speech by Adlai Steven- 
son. Because of the close personal 
friendship which Commissioner 
Lee has with Sen. McCarthy there 
had been charges that his appoint- 
ment this winter constituted a 
“vote for McCarthy” on the FCC. 

Mr. Lee told the United Press he 
felt the networks had a moral obli- 
gation to provide time for the 
| Republican National Committee. 
| Told that Sen. McCarthy had said, 
“They will grant me time or learn 
what the law is,” the commissioner 
commented: “Maybe he knows 
‘something about the law that I 

on’t. ” 

This display of independence, in- 
'cidentally, is consistent with the 
|way Commissioner Lee has been 


‘handling himself since taking of- 


fice at FCC. According to individ- 
uals familiar with FCC activity, he 
is fair-minded and constructive at 
FCC's secret sessions, and shows 
promise of becoming one of the 
commission’s more valuable mem- 
bers. 


Creden Heads Group Ads, PR 


Phil Creden, director of public 
relations for Edward Hines Lum- 
ber Co., Chicago, and chairman of 
the public relations committee of 
the National Retail Lumber Deal- 
ers Assn., has been elected chair- 
man of the advertising committee 
of Ponderosa pine woodwork for 
the association. The committee di- 
rects the ad program of the associ- 
ation handled by Buchen Co., Chi- 
cago, and the public relations di- 
rected by Rider & Keister, New 
York. Ponderosa pine woodwork is 
concentrating its campaign in two 
media in 1954: 10 pages in The 
Saturday Evening Post and 12 
spreads in American Builder. 


Hill Elected Agency V. P. 
Kenneth Hill, account execu- 
tive, has been elected a v.p. of 
Aubrey, Finlay, Marley & Hodg- 
son, Chicago. 
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FIRST CHOICE 


with those whe ow the fimestr 


“Tastes good all the way down- 
WILSON ": 


F realclert Plans 
Big Drives for 
Regional Blends 


(Continued from Page 3) 
sold account for nearly 80% of 
total blended whisky sales. 

2. Hit each market in sequence, 
using a special poster, integrat- 
ing the poster with newspaper ad- 
vertising on a local basis, running 
page ads in newspapers in most 
markets with r.o.p. color where it’s 
available. Coupled with these ef- 
forts is sales promotion material 
hammering on the same theme, 
with a task force at work moving 
the material into windows, stores 
and bars. 

The first city to get the blitz 
treatment hasn’t been named, but 
the time is set—April 1. It is 
hoped to swing through all the 
major markets by the end of June. 
Hunter’s localized expenditure 
may make it the top liquor adver- 


tiser in some markets. 

# While Hunter is getting a sports 
push, Wilson has gone to the dogs 
—and other animals. 

Wilson is strictly a_ regional 
brand. It is sold in six states, but 
its sales are concentrated in New 
York, New Jersey, eastern Penn- 
sylvania and Connecticut. 

Wilson, which has never had 
concentrated promotion in postwar 
years (it was a big prewar seller, 
was yanked off the market during 
the war, and returned as a “B” 
blend), showed an 18% sales gain 
in fiscal 1953. 

This year, it gets a campaign 
which stresses animals, and is con- 
centrated in newspapers in major 
markets, usually in 600-line space. 
It will also get transportation ad- 
vertising coverage, using the big 
square panels available in New 
York subways for end and side 
panels. 

The company expects the ani- 
mal theme to be popular in the 
trade. Wilson’s business paper ad- 
vertising will offer reprints to 
package stores and taverns for dis- 
play use. 

Kenyon & Eckhardt is the agen- 
cy. 


Central Gets Two Accounts 
Central Advertising 


advertising for Carter Lighting Co., 
Chelsea, Mass., maker of Circline | 
lighting fixtures. Trade publica- 
tions will be used. Jiminy Cricket | 
Travel Service, Boston, also has 
named the agency to direct its pro- 
motion via radio and newspapers. 


Harvester Promotes Burns 

Russell Burns, with the company 
for 20 years, has been promoted to 
supervisor of national motor truck 
sales accounts for the motor truck 
division of International Harvester 
Co., Chicago. 


Service, | 
Boston, has been named to handle | 


HUNTER-WILSON 
DRIVE—These ads 
show the new look 
in the Hunter-Wilson 
division of Frankfort 
Distillers advertising 
campaign. Hunter 
| puts its accent on sport, uses copy which 
looks like testimonial copy but isn’t. 
Wilson utilizes the sure-fire appeal of 
animals, both in newspapers and car 
cards. 


that’s why we offer these SPECIAL SERVICES to all 


arene ey: 


© Complete direct mail service to all important toy outlets | 

© 98-page booklet on MARKETING and MERCHANDISING OF TOYS 

-@ GUIDE TO BUYING TIME—department stores, wholesalers and chains 
- @ List of more than 300 FACTORY REPRESENTATIVES 


 @ Direct mail bulletin, TIPS TO TOYBUYERS—featuring toy items mony 
factured by advertisers in T&N. Mailed Free! 


he Assistance in nee new toy ideas 
Tel. RAndolph 6-0743 — 


TOYS. NeW YORE 19,200, Arte 


LOS ANGELES 17, 127 Wilshire Blvd. 
NOVELTIES Tel esto 3614 


Write for Free Copies of These Sell- 
ing Aids or Further Information 
Concerning Them. 


CHICAGO 1, 307 N. Michigan Avenue 
GET MORE EFFECTIVE 


ADVERTISING RESULTS IN 


| 
| 
| 


| 


| 
| 
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SUN, ean 


265,000 


Largest Sunday Circulation 


in the Southwest! 


‘THE DAILY OKLAHOMAN. 
(OKLAHOMA CITY TIMES: 


MaeGa E007 2 _ 


‘The ONLY 


"Sunday 


~ Supplement 
that SELLS 


OKLAHOMA 


You can’t even scratch the Oklahoma 
market with “national” Sunday supple- 
ment because none covers so much as 
2% of the state. It takes the Sunday 
Magazine Section of The Daily Oklahoman 
to do a real selling job. Whether you’re 
selling cosmetics or cars . . . coffee or 
cigarettes . . . use the newspaper with 
the largest Sunday circulation in the 3 
Southwest ... more than 265,000! - 


more than 


every Sunday 


‘The Farmer-Stockman a 
Owned and Operated by WKY Radio and WKY-TV i 
THE OKLAHOMA PUBLISHING CO. Represented by ie 


~The KATZ AGENCY, Inc. 


Mg. ee a > . aoe Lee Sa0 +. patie > pS ee on Lv Fh i ee ye EiLe acer Wipe TEAS “ , >, Poy els) Ye ft = a ted ee as Seo 5TH pera he omg yokes Tee ie » aan Suds Sa. Se i Re 3 4 a" My <a PS Se en i ee ee 
ee on 2 ie ity se es art : AAS Pepa is haha ea has os ; me dae Mem ete. Ps: Saag § c2 + . ee io eae tings Me ales y DEE ESC ae, tots Fea cpt aan PSA rE SRS 2a RIE | 
Be Can ee Sis ae aegen ek that c4 ae a 8 aaa cade Ne pa Sah Ray nn) Se eras veh Mies Pisses gat causes iS ae oe Pett Sapueaemee ae Tt ERR R nye il os A 8 ee Wo Bee ie) Be ispes 16 eae ie aoe behest 
ig Fea F ; es ae PRES a ES SS ee AN Pais FS a Tay ee a er ae thei r AE ap eh ee Ne? Rea) a are Sade : re DF ey ena ta Mate fe gc A Powe Pe Py Grapes pea pantie Sha See 
, Ne h ee as i ike EN Cy heer eaten apy ig 43 pickle iS UR gh Cateye ee ; PLE (iat es cage i Bini be me es aj aN See Be et ens Bacay A 3 to is oe ens ee 

; Naso S ae ; oe i ee OE Ris SGI Aen t,o ee Gy baby oils ae to 1 ae cM (ic Soe AES TTS a AES Goi 4 Be uit yin 3 one ame Tr bine Re ve s i GRA ee cin ae ae 
re ae ae bho Kepne Bae aa o ‘pe ee ed e Ta peat A PRR ce SEEN OE ee geaeer ae ye 1 alia Sal EE S35 <1 Sted RACIN gts PS 2 Bde Ng PT a “AR Ri ee . Saas oie tit a2, 3 Pa oy ae toe SF eeeer te 
nie, phere er cade Os putas al ee y Rca’ Kee ¥ fe BS gl ion Ae at, Fat Bh, ~ , Be Ak pb duge Wee ; % eed prea Nene = eee 

ea os a a si : ; of rhb, i sca “er : = : r a8 eaten! on SS ¥ ser ee ea ay Se é ‘ 2 apt H's eS ae 7 
“aa a ee 
ee sae 
ae ane { 

> ‘ . . 

| Advertising Age, March 15, 1954 * 

Di } = 

*. { 4 a 
| . tees os Fe \ Vid perk 4 ay 
eae A api Gage oi ot as Pet Soa a ae <u la F 
a feet So ERS ce gs bot tor : 
ae ae nee 5 RE oS ae a. eee : 
Soot Seger se peewee OR. ee cS aa aoa : : 
ee { ae Pigeon ee oak Ne ee one ; 
aa 1 fee Cy. ee a Oe one: arity cn Sie % pens a | 0 ar an a 

ee : Seat e a ~ a Oe Sine pi oR i ee : : . e | “i i 
a Pa | | Ye pine ear i ee a : cake si ae , f eee re if bait sae [ ae 
sete i} Es AME athe th aces Sy eet po Ge Poe ae | a eevee: y / ne 
i 7 Sere, Hey peep ee oe eee ee io ee i nee . ae 4 
Par { oe SEATS RARE ee eae Ne aoe Wee re = . ee $ A : 

sy " P See pe a oan A : ay - 4 cokes - al " 
-— ee a eas iy see 0 aS . ‘ \ = 
< ae a ae a er oN Bee he See ~ ont 
Cee ee es a eee palate aie ae Fs eee | ras era 
—_ | =o eet: th eles Soeaae o. wee —,-~ “a 2) 
Wie te Gare 7 ail ie ge aoe Z 2. eee Faas ce \ 

_ oa eee em NS ¥ our ADVERTISERS 

ea Pere cite Tee eS Peer 2. oS. a ' «pes 4 — 

} Wg IE ee ee Seana ie 5 ind ; 
= a ae ai ee Py se Sota Fis i ae ee a y ; 
Wwe ; i all RM ee Se aera ey, oe es Sas a a —_— 
- a" EPR ae ek Re SC ae 4 NRE ess rr ? Nee 7 

aoe, | = 9 agile ear aed ae: Ge ge Pegi Whe, ay os : { | be | 
a 9 : H sa oo ee lie So gee Ane ee - | ie > ety o 
ae i 1 EI Pa ae Re d i re re re ; 
sich ee re @ 

. pep ee a Qe i\Al, 
| of RANE i gh 2 eae ae ak a saos », $ we \ 
ee es +95 = 
ON or a Ao ee LS os jon om 
: < j \ ‘ 
| 43 j HUNTER . = 
appear taser wee a 
P+] 
' 
ie 
a a a 
ete ai 
ieee REGARDLESS OF PRICE~ NO BETTER WHISKEY IN THE WORLD! een 
sas \.! | | a eene® te 
pen i Spi Raa NE 5 ct 
ae } See eee tae 
se: 5 85 Me 
he? i 2 en 
ie he } eee 

Oe x) st Fp 
sage Yo onee 2 

eer: ee = + 
Plies « ME fi Vece 

é : = ‘ & Ra * RS 
ue en Noncne are 

ee . * ee me Pe Par 

ch | os ea i ail 
i ae % oe . 
Slee mein ; * 
on ‘ ; 
is | pe Po : i 4 
eee 3 tee cits 
nee | P "aera 
yee : i . ® : : 
ie : is ‘ Fas 7 Efe i "2 
: rg : . ; ‘ = 
: g , «an 4 i 
. ‘ ry ae ‘ y F ‘ 3 
sn es es afer ‘ ss * 
+ og seal i - . . ee Cage : 
ae pry Tose ‘ = <i ES. : ; 
ates te : ; : 
ia PEST ee NN ; : 
i i! 2 ROR f Sl ie 
eae 2 SoS eee a be bod i we ; ees 
tte ares, Pak at Cait, peat ey f ot i aR i 
= Syne . ge ‘ anne ben 3 i See ae 
: Aa oe Sree ; se EO Te Reneey ee Roe ee 
Be ort eae c..  ao ae \ Sa) be oe : ceiling 220g 
eS ' eee) Se ea ee . e Met ah Toes 
pe a ae * " wi, ‘ < ; oe 
s Hey Bry tg se pea ye ‘ pve , i ‘pig agen 
is | 2 eee ; eat a 
Ss Pa se 2 cae ae hae 
ge Faery 7a: 2 eae f Ce OPM et 
wees i pet es ee 7] legac 
ae a ae . -, 
72 See eS eee 4 ” ries ie aoe a 
fe. | — OP oc < Ree ae 
ie ae | Te ets 4 : , ee 
a ee F; EE es 
: PL, ee . = iS seca Sie Ren ge 
- ; st ae p Gs ae ig Se pao ee 
r ta P = ae eyo : a ees 
| ‘ Pn Sar ce i om 
Sh Se | + > ow Pe we ae PPCM os ahr one ° . ee es babies Cag 
Wp | ° , Pe Dew Menge ee Re aN Men Beige Eee ge OE Ae De cae i pintee oo 
shes cee eae ai j ps 
Steve poet een conrceereee see a — 
ih ahd tea yinen-Otecbenndeensesae “ ~ ~- ve 
yest See neemnonenmemeemnees j} oes: 
rene” weterwtternaernaeemnen econ a hace A 
Pe shee) | / See er 
ae | : EA gga 
Soe & . [2 aS 
aie | tee 
t. H | areas i a 
> a ; j oe Cay 
sae e | @ ie ie 

Ue, Peed Cas 
en , eaten! | 
ae pn ¢ ie eye Sed 

eee | é x jhierie se 

ee 
Soe | . 
os a | 3 Mia 
; Me 
: 3 
aon hae ue 
ee | : ead ‘tr bi , 
‘ ' | eg eas Nae 
| 

oer, ¥ j | ‘ fe a ae 

a : oat 
an } . ‘ es, i: se 
ere | Ps : Sets aa 

ies | . Soe 

Ben u | eg 
Ra | : ee es 

ee ‘ a ea eee 

ae s | : a fe 
cate « 

gs , é 

- ; 
a 3 
i Y 
q —— : a uy Z : , * _ es a rene ee ey alin aise Pe y Faye tg Soares nk 
i . : 
t j “ 
ae . os % . ~ 
‘ aS ae 5 Gye. 
. eee 4 
: | 8 OO SLL EON Go Me Mics BB os Ws ia =e 
‘ { 
- : : 5 
j ed 


Has a Suggestion for 
the Cigar Institute 

To the Editor: As a cigar smok- 
er of some 40 years, I read with 
much interest the record of in- 


crease in cigar consumption since | , 
: problem, apparently not yet rec- | they have been collecting dust eal 


the Cigar Institute initiated its 
ad campaign some time ago. In 
AA’s recent article (Dec. 14) Julius 
R. Teich, president of Superior 
Display Co., Boston, was quoted as 
saying: “Advertising problems are 
not solved merely by calling in an 


_ TELL AND SELL YOUR STORY © 
WITH GENUINE PHOTOGRAPHS — 
8x 10's Post Cards = Tip-ons — 


Miniatures—Portfolios—Business Cards 


THE GROGAN PHOTO COMPANY 
41275 N. Bahls St., Danville, Ilinoi 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|advertising agency...” 
‘tioned, among other things, the products ever to befoul the free 


He men- the most brittle and bitter tasting 


importance of professional mer-|air of this great land of ours. If 
chandising at the point of pur-| you buy them by the box, the clerk | 
chase. It is my feeling that the ci- pulls the merchandise from a high | 
gar industry is faced by a serious, shelf where, more often than not, | 


ognized by the institute, in regard 12 months or more. 
to this merchandising phase of ci-| The average product burns like) 
gar promotion. /hay and splinters in seconds after 
To put the matter briefly I rec- | removal from the wrapper, and, 
ommend that the Cigar Institute’s when a year or more from the fac- 
advertising theme, “After a Meal, tory, is repellent both to the smok- 
Only a Cigar Will Do,” should be) er and all unfortunate bystanders. 
amended to read, “After a Meal, On the other hand, an aromatic, 
Only a Fresh Cigar Will Do.” It fresh cigar—the sort Kipling had 
has been my sad experience that|in mind when he wrote, “...and a 
in most retail cigar shops it is al-| Woman is only a woman, but a 
most impossible to buy a fresh ci-| good cigar Is a smoke —is one of 
gar. Even in the larger stores, the delights of pleasant living. — 
where there ought to be quick | I strongly urge the Cigar Insti- 


tute to employ a research team to 
turnover, you can buy the stalest, check the retail situation. They will 


* 


now don’t 


bother me! 


A small mid-western manufacturer be- ; 
lieved the only way to sell his loaders was * 
to make friends and influence people, 
mostly through parties—give and go. 


But advertise? Ten thousand times, ‘‘No!” 


oq OF 
a 


sistent space rep.” 


Two days after his first ad appeared 
we got a 10-word wire: ‘“‘Well I’ll be damned. 


~ 


You sold 
Carolina.” 


We've 


SS? 


and wholesalers, coal docks 


handling railroads, manufacturers, steel and cement mills, 
electric utilities and municipal power stations. 


Two more for good measure: MECHANNUAL, which once 

a year records coal mine history, forecasts coal’s future, and 

illustrates progress to date through detailed articles 

on modern mines; and COAL INDUSTRY PURCHASING 

MANUAL, which tells buying influences where to 
find what they want. 


The researching, writing and editing processes 
involved in publishing these books puts us in inti- 
mate and frequent contact with the very same coal 
production and coal use men you must reach to 
sell in the billion dollar coal market. 


Contact us now. 


ere’s an ad— 


He resisted our sales blandishments for 
two years. He’d be resisting yet if he hadn’t 
Q made the mistake of tossing us a small 
contract just to wash us out of his hair. 
“We'll test,” he said aloud. 
To himself he may have 
mused, “Perhaps we won’t unload any 
loaders, but we'll sure get rid of a per- 


for him ever since. He’s 
trying to make up for the sales he 
missed during “pre-test” years. Our name? Mechanization, 
Inc. We publish four publications, covering coal from earth 
to hearth. For producers of coal: MECHANIZATION, read by 
14,500 buying influences who account for 87% of America’s 
coal output, 95% of coal’s annual purchases. 


For users of coal: UTILIZATION, 
which picks up where MECHANIZATION 
stops, never lets go ’til the ashes are 
hauled away. This unique book does 
the work of 5 magazines, reaching the 
men responsible for 90% of all coal 
consumed. These include coal retailers 


echanization, Inc. 
MUNSEY BUILDING ¢ WASHINGTON 4, D. C. 
NEW YORK « PITTSBURGH + CHICAGO » SAN FRANCISCO + LOS ANGELES 


|do the cigar industry a service by 
seeing that the dry, old, crackly 
| products passing for cigars are re- 
moved and destroyed—a sort of 
scrap drive, as it were. Until this 
|problem of insuring cigar smokers 
and potential cigar smokers a fresh 
cigar every time they settle down 
for that after dinner smoke is 
solved, cigar smoking will never | 
become the popular pastime that it 
ought to be. 


Hec MANN, 
Mann Graphic Arts, Mount 
Morris, Ill. 
o e e 


Agrees on Misrepresentation 
in Social Security Setup 

To the Editor: Hearty congratu-_| 
lations on Mr. Crain’s splendid 
article in the Feb. 15 issue of AA 
titled, “Social Security Is a Mis- 
nomer.” This is the finest piece of 
writing I have ever seen on the. 
evils of the Social Security law. 

It is only a great pity that this} 
article cannot have a wide circu-| 
lation in the Halls of Congress. | 
I do wish you could find it pos-| 
sible to send a copy of this article) 
.to each of our representatives and | 
senators, to each member of the! 
Cabinet, to the President’s staff, | 
and to the entire Social Security | 
organization! It would undoubtedly | 
do a tremendous amount of good. 

I am one of those who will soon | 
be “stuck” by this so-called Social | 
Security! Despite the fact that I| 
have been taxed for years, I prob-| 
ably will never collect a thin dime, 
only through my death, so that my | 
wife may inherit a small payment, 
from Social Security? 

This kind of taxation and mis- 
representation is not merely rep-| 
rehensible—it is deliberate chis-| 
eling and cheating! 

Harry SIMMONS, 

Management Consultant, New 

York. 


a loader in 


been selling “> 


Poster Does Triple Duty— 
a Neiman-Marcus Success 


To the Editor: I wrote you last 
November about the initial use 
that Neiman-Marcus made of bill- 

| board display at the time we com-_ 
| pleted our $5,500,000 expansion of 
'the downtown store. 

At the risk of looking like I’m) 
trying to beat you over the head 
| with a billboard, I want to tell you 
'an interesting follow-up story on) 
our billboard usage. We have used 
the 44 in-town and edge-of-town 
billboards continually since the 
‘time of my first letter to you. 

Our current billboard is one ad-| 
| vertising a specific item of mer-| 
|chandise and quotes a price. The 

| price quote, I believe, is fairly un- 
usual. We reproduced the bill- 
board exactly in a half-page ad in| 
color which-ran in Dallas newspa-. 
| pers, and the billboard was repro- 
duced again on 50,000 statement 
enclosures with a mail order form 
on the back. The most interesting 


. e e | 
and coal | 


|country. Undoubtedly 
/mation was obtained from sources 


| [television ] 


facet of all this to us was that in| 

the first three-day period of the 

coordinated promotion based on, 

the billboard we showed a 150% | 

increase of sale in this specific) 
item‘ of merchandise. 

MARIHELEN McDvurFF, 

Public Relations Director, | 

Neiman-Marcus, Dallas. | 

° + e ' 


Changes Picture of TV Set | 
| 


Ownership in the Argertine 

To the Editor: In thx Feb. 8 is-| 
sue of ADVERTISING AGE you pub-| 
lished a chart entitled “Compara-| 
tive Data on World Television.” | 
We of the advertising profession’ 
in Argentina have a high regard 
for your publication and for the 
accurate information we so often | 
gain from it, and so I am taking | 
the liberty of advising you of an| 
error in the figures concerning our | 
this infor-| 


that were not completely correct. 

At the moment there is only one 
station and that is 
located in Buenos Aires. The call 
letters are LR3-TV Belgrano. In 
Buenos Aires and its suburbs there) 
are 22,000 sets. We have no doubt 
that the number of sets installed 
will increase daily because of: 

a. Easier sales conditions (lower 
prices—reductions from _ 18,000. 
pesos te 9,000 pesos; and establish-. 
ment of credit facilities). 

b. Efforts by the agencies and 


advertisers to develop first rate 
programming. 

ec. The fact the Argentine gov- 
ernment’s second Five Year Plan 
includes the following ruling: “The 
services of television shall be aided 
by the state in order that the 
largest number of inhabitants shall 
enjoy it and that it may develop 
under the most favorable technical 
conditions.” 

d. The law provides that 10% of 
the gross sale of all television re- 
ceivers must be devoted to the im- 
provement of programming and 
the further development of tech- 
nical facilities. 

e. Next year it appears likely 
that two more stations will be on 
the air, Radio El] Mundo and Radio 
Splendid. 

I would be most grateful if you 
would publish this information. It 
should be of value to many Amer- 
ican firms which have interests in 
our country. 

ROBERTO BISSONE, 

Director-General, Eter Pub- 

licidad, Buenos Aires. 


Have Your Shakespeare 
and Eat It, Too 


To the Editor: I was interested 
in a quote [from Bruce Barton] 
appearing on the editorial page of 
AA Feb. 22... 

There are no doubt many who 
question the wisdom of dropping 


arthritis.” 


Represented nationally by 


“We oughta cut down the moisture 
content of this stuff. $2,000,000,000 
of it is getting into Essex County 


every year and causing widespread 


Nwarke ows 


Daily ance Sundown 


NEWARK, NEW JERSEY 


O'Mara & Ormsbee, Inc. 
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advertising, journalism and other 
useful subjects in order to increase 
emphasis on Milton and Shakes- 
peare. The best news and editorial 
writers of today and many good 
advertising men have probably 
graduated from journalism and ad- 
vertising courses. 

Mr. Barton also seems to em- 
brace a common error in assum- 
ing the best way to learn sales- 
manship is to go out and sell, 
especially house-to-house. If a 
salesman is expected to learn by 
selling only, many companies will 
have to absorb a serious loss while 
young men are learning. A typical 
example is a young man who had 
three jobs where he cost his em- 
ployers a considerable amount of 
money—and, after studying sales- 
manship, took a fourth job in a 
highly competitive business where | 
he has led the sales force for sev- | 
eral years... 

There have been many seem- 
ingly justified complaints that uni- 
versities turn out engineers rather 
than human beings. There is no 
doubt that liberal arts should have 
much attention in a college course. 
Men should live rich lives. But 
they must also be equipped to do 
the work that must be done in a 
commercial nation. 

Since there are not enough pri- 
vate schools to do the job, where 
will young people turn for learn- 
ing technical subjects if not to 
schools, colleges and universities. 
The marvel of it is that in a coun- 
try where brains are plentiful, at 
a time when selling and advertis- 
ing are absolutely essential to keep 
business from slumping too much, 
selling is not receiving enough at- 
tention from economists and from 
many responsible company execu- 
tives. 

SIDNEY CARTER, 

President, Worsham Institute, 

St. Louis. 


Cybernetics Series Sparks 
a New Ad Campaign 

To the Editor: Following the 
most interesting series of articles 
you carried on cybernetics and 
automation, we believe you will be 
interested in looking over the en- 
closed advertisement which car- 


How to Avoid “Bloodshed” In Your Office 


All aigna point clearly to « revolution in office 

Procedure in the monthe ahead 
Management is faced with « parsdorical 
On the one hand, constantly mount 


thet utilises the wonder machines and suto- 
matic technquae to revolutionise offee proce- 
nur 


Since 1933. Statistical Tabulating Company 
has been working ith management in apply 


ries this thinking into office pro- 
cedure. 

This advertisement has caused 
such a furor in our client’s offices 
that we are going to run it in the 
financial pages of the Chicago 
Daily News and in other important 
media directed to management 
throughout the spring season. 

Just thought you’d like to see it 
because your stories sparked much 
of our thinking on it. 

FRED H. EBERSOLD, 

President, Fred H. Ebersold 

Inc., Chicago. 


Two Points Clarified 

in Story on Schwartz Speech 
To the Editor: A story in Ap- 

VERTISING AGE of Feb. 22 is headed: 

“Term Insurance on Agency Prin- 

cipal May Keep Firm from Bank- 


ruptecy, ANPA Says.” 

The ANPA has never made a 
recommendation of term life in- 
surance to keep agencies generally 
from bankruptcy. Ls 

The story says that Leonard 
Schwartz made a speech and he is 
referred to as “counsel to the 
credit department of ANPA.” That 


is not correct. The ANPA does not | 
have any counsel for the credit. 
department. Mr. Schwartz is a 
member of the law firm of Siegel, 
Sommers & Schwartz and that. 
firm has been used by the ANPA | 
to receive claims and handle them | 
where litigation is required. The, 
firm receives a fee on the basis 
of each case and in no sense are 
they counsel or legal advisers to 
the ANPA. 
CRANSTON WILLIAMS, 
General Manager, American 
Newspaper Publishers Assn., 
New York. 


To the Editor: Your article| 
headed: “Term Insurance on 
Agency Principal May Keep Firm 
from Bankruptcy, ANPA Says,” 
has come to the writer’s attention. 

The heading as it appears in 
your issue is very misleading and 
was not the theme of the writer’s 
talk to the League of Advertising 
Agencies in New York City. 

The discussion related to the 
manner in which insolvency situa- 
tions may be treated, and your 
article quotes the writer correctly 
to the extent that no two situa- 
tions are alike, and that there is 
no standard form of procedure in 
treating with the difficulties of an 
agency. The writer brought out 
that in one particular transaction, 
the situation was handled by re- 
questing term insurance on the 
life of the owner of the agency for 
the entire future of the agency de- 
pended upon the existence of the 
owner. This is not a standard form 
of procedure, and is not always 
requested in the handiing of this 
type of situation. In fact, it is 
rarely the case and has been used 
only on very few occasions. A 
great number of agencies are 
owned by two or more people, 
and it would prove very costly 
and cumbersome to handle those 
situations in this manner. There- 
fore, you can readily appreciate 
that by heading your article in this 
fashion, your readers are being 
misled and I am being incorrectly 
quoted. 

In addition, the writer person- 
ally is not counsel to the credit 
department of the ANPA and spe- 
‘cifically indicated that he is a 
‘member of the firm of Siegel, 
‘Sommers & Schwartz, who have 
|represented members of the ANPA 
upon the recommendation of the 
credit department. It is well known 
that other firms of attorneys are 
similarly situated... 

LEONARD SCHWARTZ, 

Siegel, Sommers & Schwartz, 
| New York. 
| The announcement of the League 
|of Advertising Agencies meeting at 
which Mr. Schwartz spoke billed 
him as “Leonard Schwartz, Coun- 
sel, Credit Department, American 
Newspaper Publishers Assn.” He 
was introduted at the meeting the 
same way. 


Versifier Answers the C. M. 


To the Editor: The following is 
an answer to your Creative Man’s 
attack on a Teacher's ad (Feb. 22): 


Really creative men, from any angle, 
Upright, horizontal, or even a-dangle, 
Manage to face a problem squarely, 
Find a solution, say something fairly. 
But The Creative Man, angling for wit, 
Tangles prosaically, and misses it, 
Tearing that Teacher’s ad apart 
In a solo display of his verbal art. 
But what’s missing from his Teacher's 
critique? 
Constructive opinion, or juvenile pique? 
The former, of course, for nothing’s 
said; 


“From Any Angle’ became his cue 
To involve himself in a labored stew | 


Mixing tippling techniques and con- | To the Editor: 
stellations letter from M. C. Tucker of To- 
ronto, I’ll have to string along with 


In a pointless mess of observations. 
But the,ad did stop him, so in spite 


JOHN MANGAN. 


_Mr. Tucker Has a Pal 
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Advertising, Bohemian Dis- 


Regarding the tributing Co., Los Angeles. 


| <p> 
Of his private angle, I think it's all him in the matter of “Gladys the v4 
right. ‘Beautiful Receptionist.” Its humor , 
And Teacher's is selling—which is the escapes me too, for the most part 
reason why 2 . 
I say cheers, C.M., and here’s mud in of the time. of all 
your eye. C. ALLAN CAVEY, . 
e ~ 


Assistant Director, Promotion 


The column would have been better 
unread. 


ECONOMAT 


(PAT. PENDING) 


Floor Stand Merchandiser 


ANYONE CAN ASSEMBLE ECONOMAT 


IN LESS THAN A MINUTE. HERE IS 
A strong DISPLAY . . . HOLDS 100 
POUNDS OR MORE WITH A 
BUILT-IN WEIGHT SAFETY FACTOR. 


0 costly carton 


ships parcel post 
— actually saves 
$134 to $700 PER 


UNIT 
© Full Color Lithography 


© Halftone reproduction on enamel 
stock 


© Strong and sturdy; assembled in less 
than a minute 


© Drop Shipment from Chicago 


Here’s the island floor stand display with its 
own “built-in’’ shipping container. The entire 
merchandise unit ships flat . . . and the bulk is 
within the 70” parcel post limit to help cut ship- 
* ping costs right down to the bone. Pepsodent 
actually saved from $1.34 to $2.00 per unit in 
shipping expense alone . . . plus another big 
saving through elimination of the carton! 

Economat is a big, dramatic attention-getter 
that makes your product move fast. Mighty 
important, Economat offers full color lithog- 
raphy (instead of ordinary rubber plate print- 
ing) on fine enamel stock. Makes your half- 
tone reproductions stand out . . . assures true 
color reproduction and perfect register. All this 
at a low cost that will astonish you! 

Save on warehousing and handling costs. 
We’ll drop ship for you from our central loca- 
tion in Chicago . . . take all the bother and 
burden off your hands. 

Investigate Economat today. Mail coupon © 
for full details, prices and samples. No obliga- 
tion of course! 


WE. 


DEPARTMENT AA 
440 WEST SUPERIOR ST 
CHICAGO 10, ILLINOIS 


co hic, Inc., Dept. AA 
440 W. Superior St., Chicago 10, II. 


Please rush full details, prices and samples of 
new money-saving Economat Floor Stand Merchandisers. 


Address. ... 
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William McLean Jr., 
‘Bulletin’ Officer, 
Dies in Philadelphia | 


PHILADELPHIA, March 11—Will-| 
iam L. McLean Jr., 58, v.p. and} 
treasurer of the Philadelphia Bul-| 
letin, died yesterday of a cerebral 
hemorrhage. 

Mr. McLean was the brother of 
Robert McLean, president of the) 
Bulletin Co. and president of the 
Associated Press. Their father, the 
late William L. McLean, bought. 
the Bulletin in 1895, and both boys, 
served rigorous apprenticeships on 
the paper under his direction. 

William L. McLean Jr. was grad- 
uated from Princeton in 1917 
where he was a varsity football, 
player and served as an officer in| 
the Army during World War I. He | 
became secretary-treasurer of the 
newspaper in 1922. When his fa- 
ther died in 1931 he was elected 
a v.p. He was a past president of 
the Pennsylvania Newspaper Pub- 
lishers Assn. (1947), treasurer of 
WCAU Inc., Philadelphia radio 
and television station affiliated | 
with the Bulletin, and a director of 
the Philadelphia National Bank. 


FRANK H. BLUMER 
/ CLEVELAND, March 10—Frank H. 
Blumer, 57, account executive for 


Foster & Davies, died March 2 at 
his home in suburban Lake Lu- 
cerne. 

Mr. Blumer, a veteran of World 
War I, had been associated with 
Foster & Davies for 13 years. He 
joined the agency in 1939 but left 
during 1946 and 1947 when he was 
on the advertising staff of Radio 
Station WJW here. 


RICHARD PROSSER 

San Francisco, March 9—Rich- 
ard Prosser, 67, owner of Richard 
Prosser Advertising Agency, died 
March 3 after a brief illness. 

Mr. Prosser was a native of Ne- 
braska and worked on several 
newspapers in the Northwest be- 
fore coming to San _ Francisco 
where he became assistant city 
editor of the Chronicle. He formed 
an agency with Edward O’Day in 
the early ’20s and later opened his 
own agency. 


JOHN J. NEWBERRY 

New YORK, March 9—John J. 
Newberry, 76, founder and chair- 
man of J. J. Newberry Co., which 
operates 475 variety stores in 45 
states, died March 6 at his home 
in Englewood, N. J., after a long 
illness. 

Born in Sunbury, Pa., Mr. New- 
berry began his career at the age 
of 13 as a messenger for the Penn- 
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—_ Military 
- Purchasing 


The Military Market, a trade paper for all U.S. Armed Forces 
purchasing personnel, reaches more officers who make the buying 
decisions for the 3!. million consumers in the Services than any 
other publication of its kind. It acts as a direct pipe line for adver- 
tisers who want to do business in this 8 billion dollar market. To 


sell through the vast network of 


Exchanges, Commissaries, Clubs 


and Messes you must first sell the purchasing officers. Tell them 


your story, present your product 


through The Military Market. 


The Military Market is edited by experts on Military buying. 
Thorough readership is insured by news and editorials of world- 
wide military merchandising interest. 


Let our nearest representative show you how to do business in this 


huge market. 


HIGHEST readership among Military Buyers* MOST coverage per ad dollar 
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ARMY TIMES 


s 


PUBLISHING CO. 3132 M St., N. W., Washington 7, D. C. 


a.) a 


OVER THE TOP—Morton Bailey (right), 
and John Veckly, advertising and promotion manager of the magazine, witness a 
demonstration by G. B. McCombs, manager of the single copy sales of Curtis Circu- 
lation Co., to show that the Feb. 13 issue of the Post was the first in history to exceed 
5,000,000 copies sold. It featured a Norman Rockwell cover portrait of Bob Hope. 


POST 22. 
Potion m: er ’ 


manager of the Saturday Evening Post, 


sylvania Railroad. Later he 
worked with a Wilkes-Barre de- 
partment store and then joined S. 
H. Kress Co., variety chain. In 
1911 in Stroudsburg, Pa., Mr. New- 
berry opened his first store. In 
1919 he had 16 stores and sales 
rose to $500,000. In 1923, he had 


board chairman. Last year sales 
of the chain totaled $173,000,000. 


C. LESTER SEAMAN 


New York, March 9—C. Lester 
Seaman, 59, president of Indus- 
try & Power Publications, St. Jo- 
seph, Mich., and for more than 
30 years eastern sales representa- 
tive for the company’s publica- 
tions, died Feb. 27 of a virus in- 
fection at his home in South Or- 
ange, N. J. 

Born in Lakewood, N. J., Mr. 
Seaman started his business career 
in the media department of 
Charles W. Hoyt Co. here. Later 
he was a publishers’ representa- 
tive, and then joined Industry & 
Power Publications as_ eastern 
sales representative in 1922. He 
was appointed v.p. about 1936 and 
was elected president of the com- 
pany in 1950 but continued as 
eastern sales representative. His 
son-in-law, T. E. Gordon, who has 
been associated with the company 
for several years, will succeed Mr. 
Seaman here. 


JOSEPH A. BOND 


New York, March 9—Joseph A. 
Bond, 51, for the past 19 years 
public relations director here for 
Campbell-Ewald Co., died March 6 
at his home in Tuckahoe, N. Y. 

Born in Casselton, N. D., Mr. 
Bond was graduated from Boston 
University. He worked as a re- 
porter for several years on the 
Boston Herald-Traveler, Miami 
Daily News and Brooklyn Times 
Union, before entering the pub- 
licity business with the Bermuda 
News Bureau. 

Mr. Bond joined Campbell- 
Ewald in 1935 and did public rela- 
tions work for a number of ac- 


vision of General Motors, Hat 
|Style Council, Norge refrigera- 
‘tors, Rheem Mfg. Co. and General 
|Motors Acceptance Corp. 


| THOMAS ANDREWS 

| Cuicaco, March 9—Thomas An- 
|drews, 70, a salesman for Bran- 
‘ham Co., died March 7. Before 
| joining Branham in 1942, Mr. An- 
|drews was with the Chicago Daily 


News as a sales representative. | 


Earlier, he had been a representa- 
tive for the Cincinnati Enquirer 
and the old Minneapolis Journal. 
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Cuicaco, March 9—Edward J. 


| 
| 


Lavin, 62, assistant public rela-| 


tions directcr of Commonwealth 


Edison Co., died March 6. Mr. La- 10 


vin had been with the company for 
140 years. 


51 stores in 11 states and became) 


McGraw-Hill’s New 
‘Control Engineering’ 


to Debut in Summer 


NEw York, March 11—McGraw- 
Hill will begin publication of its 
automation monthly, Control En- 
gineering, with a July or August 
issue. 

W. W. Garey, publisher of Elec- 
trical Construction & Maintenance 
and Electrical Wholesaling, has 
been named publisher of the new 
business publication. 

McGraw-Hill thus becomes the 


counts including the Chevrolet di-| 


| third publisher to bring out a new 
trade magazine covering the auto- 
matic control field (AA, March 1). 
Reinhold Publishing Corp. is pre- 
paring Automatic Control, its first 
new magazine since 1929, for pub- 
lication “within the next few 
|months”; Penton Publishing Co.’s 
| Automation will bow in late spring. 

Growth of the field also was 
demonstrated when _ Instruments 
Publishing Co. changed the name 
of its 26-year-old Instruments to 
Instruments & Automation in Jan- 
uary. 


Sales Clinic Set March 22-25 


The second annual China, Glass 
and Silver Clinic is set for March 
22 to 25 in New Castle, Pa. The 
efforts of the clinic will be concen- 
trated on basic selling techniques 
and visual aids. Sponsors this year 
are Shenango Pottery Co., Bryce 
Glass Co. and International Silver 
Co. 


Dudley to Howard Swink 

Joe D. Dudley, formerly associ- 
ated with Osborn-Propst, Syracuse, 
N. Y., has joined the copy depart- 
ment of Howard Swink Advertis- 
ing Agency, Marion, Ohio. 


Hartman Names Miss Harper 
Edith Driver Harper, formerly 
head of tv copy at Stockton-West- 
Burkhart, Cincinnati, has been 
‘named to the creative staff of 


| George H. Hartman Co., Chicago. 


Advertising Age, March 15, 1954 


‘Caryl Richards Ad 
Drive Is ‘Answer’ 
to Cold Wave Kits 


New York, March 10—In this 
week’s (March 8) Life, Caryl 
Richards Inc. broke a new adver- 
tising campaign promoting its 
line of cold waves, hair cremes 
and shampoos—all of which are 
available in beauty salons only. 

The b&w page Life kick-off will 
be followed next month by ads in 
Harper’s Bazaar, Vogue (April 15) 
and three other women’s maga- 
zines still to be scheduled. 


ws George Barrie, president of the 
company, said, “This is the first 
answer on behalf of beauty salons 
to over-the-counter sale of home 
cold wave kits. We believe the 
trend to home waving has been 
arrested, and that now is the time 
for the professional industry to 
gain sales volume and to prove 
the need of the professional skills 
of the hairdresser. A lasting per- 
manent wave can never be placed 
in a box until a talented living 
operator can be safely packaged 
in there too.” 

Plans call for a year-round cam- 
paign in women’s magazines and 
professional publications. 

Getschal Co. is the agency. 


PR Consultant Incorporates 

Fleishman, Hillard & Associates, 
St. Louis public relations consult- 
ant organized as a partnership in 
1946 by Alfred Fleishman and R. E. 
Hillard, has been incorporated as 
Fleishman-Hillard Inc. Mr. Fleish- 
man will be president and Mr. 
Hillard exec. v.p. and secretary- 
treasurer. Martin Quibley and 
Harry B. Wilson are v.p.s. 


Deko Names Mogge-Privett 

Deko Chemical Co., Hawthorne, 
Cal., has named Mogge-Privett, 
Los Angeles, to handle its adver- 
tising. Promotion plans are now 
under way for Dish-A-Way and 
Arko Liquid Suds, both for home 
use; Arko cannery can wash, and 
Arko hospital and laboratory de- 
tergent. 


Campbell Chain Names Hally 


Al Hally, formerly director of 
sales planning of the industrial 
and commercial division of Perma- 
cel Tape Corp., has been named 
general sales manager of Camp- 
bell Chain Co., York, Pa. 


Brewer Appoints PR Board 

Terre Haute Brewing Co., Terre 
Haute, Ind., has named the Public 
Relations Board, Chicago, to han- 
dle its public relations. The com- 
pany brews Champagne Velvet 
beer. 


Joins Warwick & Legler 

Richard E. Eskilson, formerly 
with Doyle Dane Bernbach Inc., 
New York, has joined the copy de- 
partment of Warwick & Legler, 
New York. 


| ARB Multi-City TV Ratings 
Week of Feb. 1-7, 1954 


American Research Bureau 


PROGRAM POPULARITY 


Rank Program Rating 
1 1 Love Lucy (Philip Morris, 
NED. akin Ghirica decadent ndiiesekeionsi 63.0 
2 Dragnet (Liggett & Myers, 
PAD © bbidbsasabieeniasbenindvibinerterneeoveies 59.6 
3 You Bet Your Life (DeSoto- 
PA, FED, ccrevisecsersevesectisees. 52.5 
4 Jackie Gleason (Schick, Sheaffer, 
PeaneRay GIG) ances. cscccssssscascnsscoeed 49.2. 
§ Ford Theater (NBC) .........cccccscceees. 48.1 | 
| 6 Godfrey's Talent Scouts (Lipton, 
GENET daedlacLincinssonecatecineortevertarsnsoen’ 44,7 
| 7 Milton Berle (Buick, NBC) ............ 44.4) 
| 8 Life of Riley (Gulf, NBC) .............. 43.5 
| 9 This Is Your Life (Hazel Bishop, 
ND hvwcsdiaveteeccnesreicensessbencisliceuled 41.9 
Jack Benny (American Tobacco, 
NE soeticisontinecbccticaveusemqusinigbeubenes 41.2 | 


| TOTAL VIEWERS REACHED 


Rank Program (000) 
| 1 | Love Lucy (Philip Morris, 
RE sesolesrecivasspeiricrnentnstiivrosneces 45,200 
Dragnet (Liggett & Myers, 
DOE ccishsaicevsvsintetucibhccissacvies 43,030 
You Bet Your Life (DeSoto- 
Lt 40,200 


4 Jackie Gleason (Schick, 
Sheaffer, Nescafe, NBC) ...... 35,900 
5 Milton Berle (Buick, NBC) 
6 Colgate Comedy Hour (NBC) ....32,040 
7 Toast of the Town (Lincoln- 
PUBTGUTY, GEG) seieseccessescesiesscsss 31,620 
8 Jack Benny (American Tobacco, 
MIEN dctitesnevadepnevisiedusshasseeceenis 30,180 
9 Your Show of Shows (Several 
CNN, FIRE) seinspcsesceseiccsnnece 28,280 
Godfrey's Talent Scouts 
(Lipton, CBS) 
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Advertising Age, March 15, 1954 


, ATT : 


e ey oe ess 8 


FOR COATS, TOPPERS, ROBES THAT — 
CAN BE WASHED AND DRYED INA 


Hh the 
sciencetiher 
Princeton -hnit 
Fabrics are 
Bendix-hunderable! 


WASHABLE CAMPAIGN—Princeton Knitting Mills is cooperating, 50-50, with the 
Bendix Home Appliances division of Avco Mfg. Corp. on ads like this to stress the 
machine-washability of Princeton’s D’Orella Orlon fleece coat. In addition to the 
New York Times fashi uppl t, where this ad broke, and Women’s Wear, 
insertions are set for Charm, Glamour, Good Housekeeping, Harper’s Bazaar, 
Ladies’ Home Journal, Life, Mademoiselle, McCall’s, The New Yorker, Parents’ 
Magazine, Seventeen and Vogue. Nathan Fein Advertising, New York, is handling 
the joint campaign. 


| Hollander, Miss Kerr 
_Appointed by DuMont 

| Marge Kerr, formerly creative 
|package program head for William 
‘Morris Agency and talent buyer 
ifor N. W. Ayer & Son, has been 
named manager of program devel- 
‘opment for the DuMont Television 
‘Network, New York. She will 
/'work on custom-tailored shows for 
| advertisers. 
| A. L. Hollander Jr., manager 
of program operations, has been 
/promoted to acting director of op- 
‘erations for the network. 


Vitapix Names Boynton 

| Stanley G. Boynton & Associ- 
ates, Detroit, has been named sales 
‘representative for Vitapix Corp., 
New York tv film distributor. The 
company will handle sales in the 
Detroit region under the supervi- 
‘sion of Edward L. Koenig Jr., Vit- 
‘apix v.p. Meriam H. Holtz, for- 
merly general sales manager of 


12 Manufacturers 
to Participate in 
April Drug Drive 


NEw York, March 9—McKesson 
& Robbins, wholesale drug com- 
pany, will offer retail druggists a 
merchandising promotion next 
month to be known as the “Sav- 
ings Carnival.” Plans have been 
completed to enlist 10,000 stores in 
the promotion, which will offer 
consumers special savings on mer- 
chandise of 12 participating manu- 
facturers. 

Participants are Bourjois Inc.; 
John H. Breck Inc.; Lever Bros 
(Chlorodent); Hazel Bishop Inc.; 
Jules Montenier Inc.; Liquinet 
Corp.; McKesson & Robbins; 
Northam Warren Corp.; Pepsodent 
Co.; Weco Products Co.; Wild- 
root Co., and J. B. Williams Co. 

The promotion uses motion dis- 
plays for counters, window ban- 
ners, store streamers and product 
posters in a program to attract 
attention to carnival offerings. 
Built around 19 nationally adver- 
tised, fast-selling items, three of 
the battery-operated displays will 
be distributed to each retailer. 


@ Purchase of one deal of each of 
the manufacturers makes a store 
eligible to participate in the pro- 
motion. Backing up the in-store 
promotion is an advertising mat 
service offering 500- and 250-line 
newspaper ads for retailers to run 
in local newspapers. 

The promotion will be conducted 
through the McKesson & Robbins’ 
74 wholesale drug divisions in 36 
states, H. C. Nolen, executive v.p., 
said. It also will be offered to in- 
dependent wholesalers in a few 
territories where the company has 
no sales representation. 


Two Adclubs, Five Firms 
Join Ad Federation 


The advertising clubs in York, 
Pa., and Springfield, Mo., have 
been accepted for membership in 
the Advertising Federation of 
America. 

Five companies have been elec- 
ted to sustaining membership in 
AFA. They are Sylvania Electric 
Products Inc., New York; Lunch- 
eon Is Served, Media, Pa.; Mathis- 
son & Associates, Gugler Litho- 
graphic Co. and Becker Electro- 
type Co., all of Milwaukee. 


Nestle Backs ‘Space Patrol’ 
Nestle Co., White Plains, N. Y., 


will become alternating sponsor of | 
“Space Patrol” on ABC radio, ef- | 
fective April 3, at 10:30 a.m., EST. | 
Cecil & Presbrey is the agency. As | 
of that date Ralston Purina Co. 
will cut back to an every other 
week schedule on this interplane- 
tary series. 


Gray to Meldrum & Fewsmith 
Roland (Ben) Gray, formerly 
production manager for W. H. Kull 


Printing Co., has joined the pro- 


‘Films Inc., has been appointed 
duction department staff of Mel- northwestern and Alaskan sales 
drum & Fewsmith, Cleveland. ‘'yepresentative for Vitapix. 


Arnold Appointed Sales Head 

Thomas L. Arnold has been ap- 
pointed sales manager of the heat- | 
ing division, Fedders-Quigan | 
Corp., Buffalo, N. Y. He was pre- 
viously sales manager of the heat- | 
ing division, Bush Mfg. Co., West; 
Hartford, Conn. | 


Call WABash 


praph. tmomeopraph, 


always in ine. THE 


(Now in our 25th st 


JUST ASK FOR MARIE: 


?-8655 and 
Marie “Maize on your next multi 


ask for 


caddressingg or 


Mm marling job! Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 


LETTER SHOP, 


Inic., 431 S. Dearborn St., Chicago 5. 


iccessful year.) 


YOUR SALES — 
PRESENTATION 

GOES VISUAL | 

ik SER aie 


1702 WEST 
WASHINGTON 
CHICAGO - ILL. 


Write for 


Folder of Stock 


and Special 
Sales Aids 


Very soft and sharp focus techniques combined 
by engraving processes, in the same illustra- 
tion, can add just the extra punch you need 
to get your sales story across. This effect is sel- 
dom used. It gives you the advantage of being 
unusual...of catching the eye... of getting 
greater readership for your sales messages. 


SUPERIOR’S Salesmen can lend you valu- 
able aid. They are trained to help you with 
creative thinking. They know the extent to 
which modern plate-making techniques can 


be employed. For instance, entirely sharp 
original artwork was used for the halftone 
you see above. 


You have much to gain and don’t obligate 
yourself at all, by discussing your needs with 
a friendly, belpful SUPERIOR Salesman. Why 
not ask us to send him over to see you today? 


The secret of SUPERIOR’S consisient 
speed and top quality lies in (1) the 

rge size of our shop, (2) the surpass- 
ing skill and experience of our crafts- 
men, and (3) the personal attention 
given to every account. There are 156 
people in our organization! Over 
90 are skilled photo engraving crafts- 
men. Many of these have been with 
us for 20 years—some for 28 years. Of 
these 90 plate makers, 40 e up our 
night shop. That — us the largest 
night shop in Chicago! 


SUPER 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois 


¢ Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting © Black and White 
and 4 Color Process Engraving ®@ Black and White and 4 Color Offset Plate Making 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wedmesday noon 12 days 
Preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ARTIST for Advertising Agency 
If you can produce top quality layouts 
and illustration-if you are capable of 
proceeding with a minimum of supervi- 
sion-and you want to work with a 
group of young, progressive people and 


live and raise your children in the clean- | 


est city in the U.S., we have a proposi- 
tion that will interest you. Send complete 
data and telephone number. 

AYRES & ASSOCIATES, INC. 
1325 N St. Lincoln, Nebr. 


Sales Supervisor - Large, nationally 
known lithographer has an opening for a 
top flight sales supervisor in the New 
York City area. Must have thorough 
knowledge and sales experience in multi- 
color, lithographed, advertising and sales 
promotional material. Sales management 
experience is desirable. Unusual oppor- 
tunity for the right man. Send complete 
resume of experience, qualifications and 
starting salary to Box 6219, ADVERTIS- 
ING AGE, 801 Second Ave., New York 
17, N.Y. Replies will be held in strict 
confidence. 
ADVERTISING - EDITORIAL 
Serving both Employer and Employee 

WESTERN MANAGER-Consumer Agcy. 
COPY WRITER-Consumer Agency.......... 


COPY-CONTACT - Industrial Agency 
ADV. ASSISTANT - Mfg. Co. ............ $7,000 
ADV. TRAINEE - Mfg. Co.  .....c.000-000 $3,600 


SHAY EMPLOYMENT AGENCY 
39 W. Washington Chicago 2, Illinois 


¢ MAGAZINE SPACE SALESMEN 
eading national religious publ. needs 
three top-notch salesmen. 

1-full time in New York 

1- part-time in Boston 

1- part-time in Chicago 

1- part-time in West Coast 
We require experienced men accustomed 
to selling on a legitimate media basis. 
Men selected must be sober, honest and 
between 30 and 55 with proven back- 
ground of creative, productive selling. 
UNUSUALLY GENEROUS COMMISSION 
ARRANGEMENT. Send complete details, 
references and recent snap-shot. 

Box 6227, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 


FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 717-1991 Chicago 


“Our 43rd Year” 
March 17th is St. Patrick’s Day. To- 
day, tomorrow and every day, we 
have adv. positions available. Get 
your Irish up. Mail in your abstract 
and get your share of the long 
Green. Erin Go Glader. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


CONSIDERING THE 
SOUTHWEST 
MARKET FOR NEW BUSINESS? 


Maybe you already have a branch office 
here, or maybe you're considering one 
. if so, I may be the answer to your 
personnel problem as office manager and 
new business man. 
32 years old, native Texan, excellent 
background in sales, production, agency 
experience and client experience. 
Currently Ad and PR Mgr with $160M 
budget. 9 years experience split about 
50 - 50 advertising and PR 
Can bring small Ad acct. ($20M) in one 
S.W. city. Salary open but important. 
Top representation in the expanding 
Southwestern market with a Southwestern 


man 
ADVERTISING AGE 


Box 819 
200 E. Illinois St. Chicago 11, Tl. 


SALESMEN 
HOW TO GET A BETTER JOB 


With more salary . .. a more 
challenging position . . . security 
and success. Our personalized 


counselling shows you how to get 
the most for your talents. e 
work for you in confidence. Our 
experience, our connections and 
friendly guidance can give you a 
better way to a better job. In- 
vestigate these possibilities at no 
obligation. Write or phone. 


THE APTITUDE CONSULTANTS 
8 S. Dearborn St., ANdover 3-6657 


| DISPLAY SALESMAN - MFRS. AGENT 
Exclusive territories open for two new 
display items meeting with great accept- 
ance, affording exceptional commission 
|} earnings. State experience and _  back- 
ground. 

FULLER DISPLAYS, INC. 

5-39 48th Ave,, Long Island City, N. Y. 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
OFFSET PRINTING SALESMAN 
OR BROKER 
Young, growing offset plant offers good 
opportunity to Salesman or Broker with 
a following. We have capable organiza- 
tion and do fine work. Liberal terms if 

you qualify. 
Box 6230, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
If you are ap aggressive A.E. able to 
secure new business, but are held back 
because of poor service, this medium 
size midtown agency has excellent serv- 
icing facilities. Exceptional opportunity. 
Box 6203, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


UNUSUAL OPPORTUNITY 
National Assoc. seeking man with jour- 
nalism and advertising sales background 
for monthly publication to work into top 
position. 

Box 6231, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


BUSINESS 

SPACE SALESMAN WANTED 
A young man willing to learn will be 
trained by business magazine publisher 
in industrial and/or retailing fields. Send 
photograph, resume, for interview. Re- 
plies confidential. 

Box 6193, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


UNBURDEN YOURSELF! 


Capable advertising junior lookin for spot 
s Jr. Acc’t. Exec. or Ass’t. Ad. Mar. (prefer 
Balto., Wash., Richmond), 28, married, 
, intelligent, and experienced. Two 
years space saies plus good knowledge copy, 
ayout; two years administrative and liaison. 
Confident of ability to do outstanding job for 
you. Sound reasons for making change. Op- 
yortunity important. Write for short résumé. 
Box 824 Advertising Age, 801 Second Ave., 
New Yo 1%, N. Y¥. 


ARTISTS 


To do black and white reproduction art 
for food packages, wrappers and labels 
in Menasha, Wisconsin. Excellent work- 
ing conditions in recently remodeled sur- 
roundings. Permanent employment if ac- 
cepted. Submit samples with application 
to 


Placement Department 
MARATHON CORPORATION 
Menasha, Wisconsin 


COPY QUERY—4A experience, open, un- 
limited potential in creative-honest-com- 
pelling copy; right now? 
Agency that can answer yes may contact 
me re copy. 

Box 823 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


* 


Personnel Consultant 
to cAdvertising and the Graphic cArts 


——— 


—_———— ———— 
DOUG S 


MITH,IN 


————————— 


| A complete placement service 
‘of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


| 333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


| POSITIONS WANTED 


| I am a copywriter. 

FE have been writing selling copy in two 
'4-A agencies since 1944 on a variety of 
accounts from coffee to cosmetics - for all 
media. I am NOT an expert in any one 
line; I 4M creative, personable, ethical 


and loyal. I am seeking interviews with | 


Chicago agencies whose appreciation of 
the value of a steady, productive copy- 


tion and in the standards maintained in 


woman of experience interested only in a 
workmanlike, healthy atmosphere. 
First and last - 
I am a copywriter. 
Box 6229, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MARKET RESEARCH MAN AVAILABL= 
4 years consumer and industrial research 
experience with market research consult- 
ing firm. Able to assume complete re- 
sponsibility for planning, executing and 
analyzing research studies. M.B.A. degree 
Age 27. 

Box 6226, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


INDUSTRIAL ADVERTISING DEPT. OR 
MEDIA REP...West Coast preference, 
but willing to listen to a proposition else- 
where. Broad industrial advertising, edi- 
torial, production background. Special 
knowledge of lumbering industry and 
food processing field. Age 35. Married. 
Excellent references. 
Box 6225, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


AD & SALES PROMOTION PROD. MGR 
Top-flight 4-A mid-west agency produc- 
tion man available. Experience includes 
advertising point-of-purchase, sales pro- 
motion, art buying, etc. $8500-$9500. 
Box 6228, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


CAPABLE AD WOMAN 
desires copy or ad manager job in San 
Francisco. 9 year background includes 
newspaper promotion; shopping centre 
opening; retail, mail order, wholesale ad- 
vertising. Single. 
Box 6223, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Beginning Artist, 25, Vet, has training, 
wants job with agency: Go anywhere, 


| salary no object. R. L. Barnett, 511 Ave- 


nue L, Sterling, Il. 


REPRESENTATIVES AVAILABLE 
TRADE PAPER REPRESENTATIVE 


Well established trade paper representa- | 


tive covering Mid West with Chicago 
office seeks additional publication. In- 
terested only in a publication with veri- 
fied circulation and_ sound _§ editorial 
policies. Box 6224, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 
PUBLICATION WANTED: Publisher in- 
terested in buying one additional trade 
publication. Send full details, sample 
copies to Box 6222, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


TESTING! TESTING! Do it better in 
Sanders ABC 3. Effective coverage of 
Livingston County. Local specialists. Top 
value. Write Sanders, Geneseo, N. Y 
MISCELLANEOUS 
Newest, space-saving WORKBENCH; 1. 
48”, w.24”, h.33”; compl. equipped, shipped 
FOB knocked down, minutes assembled, 
only $9.95. RIOLEMAD, Palatka, Fla. 


FINE AGRICULTURAL ART 
Write for illustrated brochure. 


| 7265 No. 36 


*’” JOHN ANDREWS 
Omaha, Nebr. 


ALL-BREED 
LIVESTOCK MAGAZINE 
FOR SALE 


Excellent property for Livestock or 
Agricultural publisher. Will sell for 
$15,000.00. Suitable for any pub- 
lisher, new or old. 

Box 818 Advertising Age 
200 E. Illinois St. — Chicago 11, Il. 


ART DIRECTOR 


Experienced creative director .. . 
knows finished-art sources, both 
Chicago and New York. Expert at 
mechanical, and studio production. 
Advertising agency background will 
delight you; also topflight printing, 
publishing and promotional experi- 
ence. Highly desirable executive 
type, possessing plenty of “‘know- 
how”, and can apply it profitably 
for you. Let me tell you how in an 
early interview. Re-location con- 
sidered. Act now..... 


Box 822 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


writer is expressed equally in compensa- | 


| the working relationship. I am a young) 


You know you're 
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No other floor has 
ALL the advantages of 


Gee waren Once. avon eevier 


right when you specify OAK FLOOR 


prs, SakCrat <6 


RESELLING CAMPAIGN—The National Oak Flooring Manufacturers Assn., Memphis, 

is stepping up its advertising program to “resell the accepted advantages of oak 

and promote its adaptability to modern architecture.” Color insertions like this will 

turn up in House Beautiful and its Maintenance & Building Manual, House & Garden 

Book of Building, House & Home and Small Homes Guide. Greenhaw & Rush, Mem- 
phis, handles the association’s advertising. 


Cuicaco, March 10—Heated po- 
litical campaigns this year are ex- 
pected to provide the spark which 
will give the advertising specialty 
industry one of the best years in 
its history. 

Speaking this week at the Ad- 
vertising Specia!ty National Assn.’s 
annual spring show, Russell M. 
|Searle, the association’s executive 
| secretary, said increasing numbers 
|of candidates are realizing that 
‘they can effectively distribute 
their names and campaign mes- 
sages to the public by means of 
‘specialty advertising. 

“Advertising specialties,’ Mr. 
Searle said, “proved to be unusu- 
(ally effective campaign tools in 
| 1952 and we in the industry expect 

to continue to offer candidates of 
either party and for any political 
| office a number of new devices, as 
well as all of the familiar tested 
ones.” 
's David W. Welday, president of 
the association, forecast that 1954 
/would be a banner year for the 
advertising specialty industry, 
pointing out that business in the 
|first two months of this year was 
8% ahead of the corresponding 
'period of 1953. He added that both 
‘manufacturers and jobbers have 
written more business at the 
spring show than at any previous 
meeting. 

“Members expect to surpass last 


a substantial margin,” he said. 


® Robert E. Yaw, v.p. of the as- 
sociation, called 1954 the year of 
the “creative sell.’”” He said busi- 
ness men are demanding the ut- 
most in marketing ingenuity and 
imagination. 

“Many businesses, feeling the 
stiffening of competition, are seek- 
ing new and different ways of 
telling their advertising story,” 


Advertising Specialty Industry Expects 
to Reap Spoils of 1954 Political Battles 


Mr. Yaw said. “This places an 
emphasis on creative selling, and 
we in the advertising specialty 
business are ready to fill present 
business needs with our specialized 
products.” 

Among the new gimmicks dis- 
played by the 120 exhibitors was a 
pencil with an aspirin case built 
into the barrel; another innovation 
was the “Conventionor,” a collap- 
sible hat, that can be molded by 
its owner into various shapes rang- 
ing from a Homburg to a three- 
cornered 18th-Century model. Still 
another oddity was a pair of col- 
lapsible binoculars which can be 
concealed in a case that is opened 
and closed like a woman’s compact. 


Witter Names Two to Staff; 


Adds Two, Drops One Account 


Thomas P. Marsh, formerly of 
Ralph Gross Agency, Akron, has 
been named copy director of Ted 
Witter Advertising Agency, Can- 
ton, O. Walter Schmidt, previously 
in the art department of Hoover 


'Co., has joined the agency’s art 


staff. 

The agency has added two new 
accounts—Peterson Products Co., 
Janesville, Wis., maker of Quik- 
Way furring clips, and Silica Silo 
Co., Chardon, O., producer of con- 
crete silos. Effective in April, the 


‘agency has resigned the account 


year’s volume of $150,000,000 by. 


of the Dandee bag division of 
Howard Zink Corp., Fremont, O. 


‘Mobile Homes’ Names Rep 


Mobile Homes, Chicago, has ‘ap- 
pointed Calvin D. Wood Associates, 
San Francisco, to represent it in 
the San Francisco area. 


WMBR Promotes Dave Booher 

Dave Booher, account executive, 
has been promoted to local sales 
manager and program director for 
WMBR, Jacksonville, Fla., radio 
outlet. 


FINE OFFSET LITHOGRAPHER 
WANTS PRESSWORK 


Buy direct and save! We have com- 
plete modern facilities to serve you 
= and efficiently. Confidential 
ealing with our principals 4 
Box 820, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill. 


helps, 


merchandise and display 
are workable’ 


We're a well established manufacturer 


the man. 
Box 821 


AN OPPORTUNITY THAT MAY NOT COME YOUR WAY 
AGAIN FOR ANOTHER 5S OR 10 YEARS 


(Sales Promotio.. Man—20 to 30) 


Are you looking for a chance to get into some méaty sales promotion problems 
yourself and prove you've got the answers—direct mail to retailers, point-of-sales 
practical promotion ideas and plans? 


Would you like to get out into the retail field—work with buyers, sales people, 
managers—perhaps 


through 40,000 retailers—have reputation for quality and integrity. We place a 
premium on solid, sober, practical thinking people with imagination—but not so 
much imagination that they're weak on details or ‘‘follow-through’’. People like 
living in our midwest community of 150,000, and you'll find co-workers informa! — 
congenial—lots of them work in their shirt sieeves (rolled up) 
your own private office but you'll be given an opportunity to get recognition for 
what you do. Write in confidence. Our people know. Have actual samples ready 
but don’t send yet. Give straight forward analysis of yourself, picture, salaries 
earned and expectation, experience in detail and specifically why you feel you’re 
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', of time, and prove your ideas 


(soft goods) nationally advertised—selling 


You won’t have 


Need a Good Artist? {| 


A recent classified “help 
wanted” ad, in Advertising 
Age, pulled its head off 
getting applications from 
seasoned art directors. If 
you need a good man at 
one of your drawing 
boards, the chances are 
you can find him quickly 
through a classified ad of 
vour own. 


TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 1 Love Lucy (Philip Morris, 

Rk as ee Se eee 17,481 
| 2 Dragnet (Liggett & Myers, 
| DE See cs ccscdesiniBivavessonve 16,332 
| 3. Milton Berle Show ({ Buick, 

ee sevbsieod Aericeldaey 13,462 

4 You Bet Your Life (DeSuto- 
Plymouth, NBC) ............000. 13,240 


5 Jackie Gleason (Schick, Sheaffer, 
Nescafe, CBS) 
6 Colgate Comedy Hour (NBC) ....12,548 
7 Godfrey’s Talent Scouts 
(Lipton, CBS) 


8 Goodyear TV Playhouse (NBC) ..11,978 


9 Philco TV Playhouse (NBC) 
110 Ford Theater (NBC) 


' *Percentage of homes reached in orea where program was telecast. 


National Nielsen-Ratings of Top TV Shows 
Two Wecks Ending Feb. 13, 1954 
All figures copyright by A. C. Nielsen Co. 


PROGRAM POPULARITY* 


Homes 
Rank Program (%) 
1 1 Love Lucy (Philip Morris, 
GEM. satbabdeibenb tech Oidssvaseiestoveveseusdes 64.6 
2 Dragnet (Liggett & Myers, 
SED.. Sevoceaixnicasrintentndbaiaesi diss senais 60.6 


3 Jackie Gleason (Schick, Sheaffer, 

Nescafe, CBS) 
4 Milton Berle Show (Buick, NBC) ..51.6 
5 You Bet Your Life (DeSoto- 


Plymouth, NBC) 00.0000... 49.2 
6 Godfrey's Talent Scouts (Lipton, 
MN) Sis castkeiensboonteeinibcodtaiecseicdves 48.6 


8 Colgate Comedy Hour (NBC) ....46.2 
9 Philco TV Playhouse (NBC) 
Ford Theater (NBC) 


7 Goodyear TV Playhouse (NBC) ....46.3 
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St. Louis TV Outlet 
Sues Signal Hill, 
CBS for $2,532,848 


St. Louis, March 9—A suit for 
$844,282 actual damages and $2,- 
532,848 treble damages under the 
federal anti-trust laws has been 
filed here by Ozark Television 
Corp., operator of television sta- 
tion KACY, against 
Broadcasting System and Signal 
Hill Telecasting Corp., operator of 
television station WTVI, Belleville, 
Til. 

The suit charges that station 
WTVI and CBS conspired to pre- 
vent KACY from telecasting any 
CBS network programs. KACY, 
with studios near Festus, Mo., is 
operating on u.h.f. Channel 14. 

In the petition, KACY alleges 
that instead of an anticipated prof- 
it of $100,000 since the start of 
operations last October the station 
has suffered a loss of $244,282. It 
also charges that its equipment 
and plant, originally valued at 
$650,000, are now worth only 
$150,000 as a result of the alleged 
conspiracy and business losses. 

Stating that KACY was the only 
station in the area contractually 
free from network commitments 
and could give assurance of clear- 


Columbia | 


QUIETLY, CONFIDENTLY--The copy, set in 
800 lines of white space in this ad for 
Keebler Weyl Baking Co., Philadelphia, 
says that ‘with almost everyone shouting 
that his product is best, we would like to 
| say... .quietly and confidently. . just try Sal- 
tines.” The ad, prepared by McKee & AIl- 
| bright, ran in 23 newspapers in nine east- 
ern states and Washington. 


‘Advertising Specialty 
Counselor’ to Bow in April 

The Advertising Specialty Coun- 
selor will bow as a monthly about 
April 1. The publisher is Adver- 
tising Specialty Institute, 6053 Pine 
'St., Philadelphia, which also 


ing time requested by CBS for pro-| publishes “The Advertising Spec- 
grams not televised locally by |jalty Register,” an annual direc- 
KSD-TV and that although the/tory. Editor is Joseph M. Segel, 
importance of the network pro- president of the institute, and ad- 


grams to KACY’s operations was 
known to both defendants, the pe- 
tition alleges that they conspired 
to “directly and unduly restrain 
competition in. violation of anti- 
trust laws.” 


Cowen to Edwards Agency 


Morton H. Cowen, head of his 
own agency in Chicago for 20 
years, has joined Edwards Agen- 
cy, Los Angeles, as an account 
executive. While in Chicago, for 
seven years he produced a 54-page 
monthly newspaper mat ad serv- 
ic, known as “Superservice,” for 
the Western Newspaper Union. 


if it’s FREE... 


IT’S NOT WORTH MUCH 


unless it’s our booklet which you get 
gratis. It may cost you money later 
JAY P. which you'll gladly be willing to pay. 


WAL advertising typography 
Telephone MO 4-6134 @ 11 E.Hubbard, Chicago 11 


vertising manager is George H. 
Fennell, v.p. of the institute. 

Page size will be 84x11”. Ad- 
vertising rates for a full page, one 
time, will be $95. Guaranteed cir- 
culation is 2,000, with circulation 
limited to established advertising 
specialty jobbers and manufactur- 
ers. 


Buys National Outdoor 

Whitmier & Ferris Co., Buffalo 
plant operator, has purchased Na- 
|tional Outdoor Advertising Co., 
Buffalo. Irving E. Jetter, sole 
‘owner of National Outdoor, will 
be associated with Whitmier & 
Ferris in a sales capacity. 


Gibbons Gets Three Accounts 
| J.J. Gibbons Ltd., Toronto, has 


‘for three divisions of West Bend 


been named to direct advertising | 


Aluminum Co., West Bend, Wis.— 


Schythette, industrial engines and 
outboard motors. 


i ; 
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RALEIGH, North Carolina : 2 


*Sell Raleigh . . . the South’s New “A” 


x * 


That's the AUTHENTIC Re- 
tail Sales figure from the 
North Carolina Department 
of Revenue’s Sales and Use 
Tax Division, for the Raleigh, 
N. C. Metropolitan Area. 
It's 9% HIGHER than that 
of a well known and gener- 
ally accepted, but not in- 
fallible, estimate. 


Schedule Market . . . PLUS the 33 County 
Golden Belt, with the area's ONLY 
Morning-and-Sunday Newspaper . . . 


Thesk. igh, 

News and Observer 
_ MORNING & SUNDAY. 
Raleigh, North Caroling 


117,496 Morning 
126,087 Sunday 


(Publisher's Statement to ABC, 9/30/53) 


a syle ‘ 
"  OHICAGO- NEW YORK - DETROIT - ATLANTA + CHARLOTTE - DALLAS 
ST, LOUIS . MEMPHIS - SAN FRANCISCO - LOS ANGELES 


REPRESENTED BY THE BRANHAM COMPANY 


~- : ee ~ - 


Merges Paper Directories 
“Walden’s ABC Guide” and 
“The Paper Production Yearbook,” 


Haggerty and Kneisly 
Lead NBP Committees 
Leo Haggerty, controller, Con- 
over-Mast Publications, New York, 
and N. McK. Kneisly, president, trade published by Walden, Sons & 
Irving-Cloud Publishing Co., Chi- Mott, 93 Worth St., New York, will 
cago, have been named chairmen be combined in 1954 as “Walden’s 
of National Business Publications’; ABC Guide & Paper Production 
committees on standard practices) Yearbook.” All previous features 
and on member relations. of the two books will be kept and 
Vice-chairmen of Mr. Haggerty’s | a new one, a list of all associations 
group are Richard S. Kline, Gard-| connected with the industry, will 
ner Publications; E. R. Gauley, In-| be added. Price remains $5. 
dustry and Power and Consulting 
Engineer; John W. Hartman, Sales Ledbetter Joins Agency 
Management; E. B. Nattemer, Meat’ Gene H. Ledbetter, formerly as- 
Inc.; Frank O. Rice, Penton Pub- cistant art director of Davison- 
lishing Co., Cleveland, and Frank paxon Co., Atlanta, has been 
D. Thompson, Industrial Labora- yamed art director of Day, Harris, 
tories Publishing Co. _ |Mowrer & Weinstein, Atlanta 
Mr. Kneisly’s unit lists as its | agency. 
vice-chairmen James W. Peaslee, 
The Boating Industry; Clarence B. r i 
Council, Western sy a cr Canadair Appoints MacKinnon 
Norman C. Firth, Dun’s Review & Norman G. MacKinnon, former- 
Modern Industry; Palmer H. Lang- ly an account executive of Young 
don, Metal Finishing and Organic & Rubicam Ltd., has been named 
Finishing; A. F. Voss, American manager of the public relations 
Paint Journal Co.; and Elbert E. department of Canadair Ltd., Mon- 
Smith Jr., Mid-West Contractor. treal. 


annual directories in the paper | 


67 
Ragel Joins Tatham-Laird 


Jack Ragel, formerly sales serv- 
jice manager for CBS Television in 
Chicago, has joined Tatham-Laird, 
Chicago, as a radio-television ac- 
count group manager. 


Gregory Joins ‘Mademoiselle’ 

Paul Gregory, previously with 
Neeley Associates, has joined the 
advertising sales staff of Made- 
/moiselle, New York. 


Dealer Ads 
not used? 


Increase dealer paid linage at low 
cost to manufacturer. Many suc- 
cessful case histories available. 
Distributors of Dealer Ad Cam- 
paigns for manufacturers and ad- 
|| vertising agencies since 1941. 
| Write or phone for complete in- 
‘| formation—no obligation. 
Special Correspondents, Inc. 
230 BE. Ohio St. DElaware 7-1065 
Chicago 11, Illinois 


| sme AHL ORTON a 


eight centennial editions 
That will sell this $2 billion Market for you! 


Date of Issue 

1. Sunday, April 18 
. Sunday, April 25 
. Sunday, May 2 

. Sunday, May 9 


> wr 


5. Sunday, May 16 
6. Sunday, May 23 


7. Sunday, May 30 
8. Sunday, June 6 


It’s already under way . . . the 
big, event - filled, year - long 
Centennial Party. The 
World-Herald’s 2-billion dol- 
lar market of Nebraska and 
Western Iowa is celebrating 
and spending. 

To help celebrate, the 
World-Herald is publishing 
SSPECIALCENTENNIAL 
EDITIONS. With serialized 
histories of Omaha and of 
Nebraska, four-color repro- 
ductions of historical scenes, 
and specialized editorial con- 
tent, these editions will be 
read and RE-READ, and 
saved as souvenirs. 


here are 8 ways to direct your selling message to this spending market: 


General Editorial Content 

Nebraska agriculture, livestock, natural resources 
Nebraska industry and manufacturing 

Food manufacturing, processing and distribution 
Transportation, communication, public utilities, 


insurance, finance 


Omaha retailing, trade and commerce, 
including all phases of distribution and wholesaling 


Nebraska living—recreation, housing, national security, 
fraternal and social groups, traffic safety 


Nebraska cities and towns 


Nebraska health and welfare, medical facilities, schools 
and colleges, police and fire protection, religious groups 


and institutions 


Ask for the brochure detailing editorial content and mechanical requirements. Deadlines 
are 15 days in advance of publication. Contact your nearest O'Mara and Ormsbee office now. 


—— (maha World-Herald 


O'Mara and Ormsbee, National Representative 
New York—Chicago—Detroit—San Francisco—Los Angeles 
247,582 Daily — 255,317 Sunday 


Publisher’s Statement as of September 30, 1953 
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THE BEST BANDS INTHE LAND. So 13-year old William T. 
Taylor 3rd, describes the school and American Legion 
groups in which he plays a strong trumpet. He 
evidences qualities of leadership, too, having served as 
president of his elementary school graduating class. 
His ambition is to be a novelist. Seven-year old 3rd 
grader, Earl Stanley, has started group activity early 
by joining the Cub Scouts. 


Do you recognize 
this family? 


HE NAMES and faces may be unfamiliar. 
But the 15,000,000 colored Americans 
they typify are people you ought to know. 
This year they are spending $15 billion, as 
much as the entire Pacific Coast market— 
California, Washington and Oregon—com- 
bined. More than 430 national advertisers 
recognize this fast-growing market with in- 
vitations-to-buy in API newspapers. Many 
have used Negro papers for five, ten, twenty- 
five years and more. 


By so doing, these advertisers receive more 
than mere coverage. They get deep penetra- 
tion—stemming from the uniqueness of 
Negro newspapers. No other medium offers 


31 West 46th St., N. Y. 86, N.Y. 
JUdson 2-1177 


® 


Pacific Coast Repre 


THE WILLIAM T. TAYLORS symbolize Negro progress to- 
day. They are typical of the many Negro families 
who purchase homes, and create comfortable lives for 
themselves on modest incomes. The day-to-day life 


the Negro what he gets in his paper—news 
about Negroes, written for Negroes. 


In return, readers pay 10 and 15 cents a 
copy, and read with amazing thoroughness. 
(A recent survey for one API paper discloses 
70% to 100% readership for all pages, both 
men and women.) 


The extra interest, impact and motivation 
(case histories available) which result can 
help you create preferences for your brand, 
or bolster an existing loyalty. Take the 
Negro and his newspapers into account 
when you map marketing and media 
strategy. For full facts about any or all API 
markets, write, phone or wire. 


ASSOCIATED PUBLISHERS, Inc. 


166 W. Washington St., Chicago 2, Ill. 
ANdover 3-6343 


sentative: 


WHALEY-CAHILL COMPANY 


440 Russ Bldg., San Francisco, 
6513 Hollywood Blvd., Los Angeles, 


BASIC MEDIA REPRES 


BALTIMORE, AFRO-AMERICAN LOUISVILLE, DEFENDER 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 
raat DETROIT, MICHIGAN CHRONICLE 
agian HOUSTON, INFORMER 
ie KANSAS CITY, THE CALL 
LOS ANGELES, THE CALIFORNIA EAGLE 


MINNEAPOLIS, SPOKESMAN 


NEW ORLEANS, LOUISIANA 
NEW YORK, AGE DEFENDER 


PHILADELPHIA 


MEMPHIS, TRI-STATE DEFENDER 


NEWARK, NEW JERSEY AFRO-AMERICAN 


NORFOLK, JOURNAL AND GUIDE 


f AFRO-AMERICAN 
* [THE TRIBUNE 


Calif. SUtter 1-6072 
Calif. HOllywood 38-7157 


ENTED BY API 


RICHMOND, AFRO-AMERICAN 
SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN-REPORTER 
ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN 


{ AFRO-AMERICAN 
NATIONAL } CHICAGO DEFENDER 


WEEKLY 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 


of the Taylor family bears eloquent witness to 
changes which make the Negro population America’s 
fastest growing and most important new consumer 
market. 


AN EVENING TO REMEMBER, particularly because the 
event will be reported in the Negro paper along 
with all the other news about Negroes. Mr. and 
Mrs. are active at church, fraternal, and in 15 
other neighborhood and school associations, many 
of which they have headed. 


A BUSINESS OF HIS OWN. 
now owns the 
clerking as a schoolboy. In the years between, 
Mr. Taylor finished high school and attended 
university. As a proprietor, he is active in the 
neighborhood Businessmen’s Association. That’s 
his older son, William T. Taylor 3rd, helping out. 


William T. 
oultry firm where he started 


Taylor, Jr., 
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Salesense in Advertising... 


Feature Section 


Advertising Age 


‘THE NATIONAL NEWSPAPER OF MARKETING  — 


Concerning TV Commercials and the 
Most Interesting Subject in the World 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

“Television has at least one important 
plus over every other form of media,” 
said an agency copy director to me recent- 
ly. Inasmuch as his tv work has been out- 
standing, I listened to his explanation 
with interest. 

“Let’s assume,” he 
went on, “that the edi- 
torial or ‘show’ part of 
the telecast has the 
viewers’ undivided at- 
tention. No, that’s 
wrong! Nothing ever 
holds anybody’s com- 
pletely undivided at- 
tention. Let’s say the 
telecast has captured 
the viewers’ attention to the point where 
they drop whatever else they are doing so 
that they may stare, willingly and recep- 
tively, at their video screens. There they 
sit, often in a darkened room, asking for 
entertainment and information, a volun- 
tary ‘captive audience.’ 

“I do not know of any other medium 
that delivers, in the sense meant here, the 
same degree of audience captivity. The 
magazine or newspaper advertisement, for 
example, competes, often on the same 
page, with other advertisements, or with 
editorial matter, or with both. The 
scanner is not a ‘captive viewer.’ The out- 
door poster competes with other posters 
that stand with it side by side along the 
highway, and with many other distrac- 
tions that compete for the attention of the 
motorist or pedestrian. 


James D. Woolf 


a “On the tv screen, as against this, the 
viewer looks at only one image at a time. 
During the 60 seconds or so when he is 
exposed to a commercial there is nothing 
else on the screen bidding for his atten- 
tion. He belongs wholly to the advertiser— 
provided the commercial appeals suffi- 
ciently to his self-interest. 

“The point is not that television is more 
effective or less effective than print or 
outdoor advertising. What medium is used 
in any given situation depends on a num- 
ber of considerations. My point is some- 
thing else. I am convinced that a great 
many television advertisers are needless- 
ly shaping their commercials to capture 
captive audiences. They waste precious 
seconds entertaining the viewer when his 
eyes are already fastened on the screen. 
They seem to feel that the viewer’s atten- 
tion will wander, when the commercial 
comes on, unless he is first amused and 
softened up with some sort of nonsensical 
gimmick. 

“Take the Ex-Lax commercials, for in- 
stance. Millions of people are afflicted 
with the difficulty Ex-Lax is designed to 
correct. Now I think this difficulty and 
what to do about it is of far more interest 
to the afflicted ones than the silly anima- 


tion that precedes the excellent com- 
mercials that follow. The animated car- 
toony device, which cannot possibly per- 
suade the viewer that Ex-Lax is the an- 
wer to his problem, is presumably in- 
tended to hold the viewer’s attention and 
carry him receptively into the serious mes- 
sage. But the serious messageis the only 
thing thatreally counts. Ifitisofno in- 
terest to the viewer, for whatever reason, 
it will not be ivested with interest and 
selling force by the animated gimmick. A 
costly waste, I say, of precious seconds. 


s “Now don’t misunderstand me. I am in 
no way opposed to the use of animated 
drawings in televised commercials. They 
are very often employed with great effect. 
But I do believe they should be right on 
the button. There is nothing wrong with 
making the commercials pleasant and 
even gay—depending, of course, on the 
product and the message—but I do think 
they should be highly pertinent to the 
major selling theme. Right or wrong, I 
simply cannot see any necessity for 
irrelevant devices in tv commercials. Our 
audience, in any given case, is either a 
captive one, or it isn’t. If it isn’t, we 
should try to build a better show. If it is, 
what’s wrong with making an immediate 
selling appeal to the viewer?” 

I am in agreement with this copy 
director’s views. Considering that every 
tv second, costs a small fortune, I think 
total commercial time ought to be devoted 
to hard selling with the strongest possible 
appeals to the self-interest of the viewer. 


s Recently somebody (I believe it was 
George Gallup) observed that people have 
a very real interest in the things they 
spend their money for. Seemingly some 
advertisers do not believe this. They ap- 
pear to accept the idea that their products 
are dull stuff. How else can we explain 
the wide use of irrelevant entertainment 
devices not only in television commercials 
but in all kinds of copy? I have a differ- 
ent notion: there is no such thing as a 
dull product if and when it can be re- 
lated credibly to the self-interest of 
human beings. 

Remember the little yeast cake, two 
or three decades back, that was consumed 
daily by millions for better health? Can 
you imagine anything, on the face of it, 
duller than a cake of yeast? And, more 
recently, yogurt and black strap molasses? 
Remember, too, the advertising (“Have 
You Had Your Iron Today?”) that had 
hosts of Americans gobbling down daily 
the dried and wrinkled raisin, one of the 
least glamorous of fruits? And remember 
the facial mud pack, fuller’s earth? 

The program, let’s say, is sponsored by 
a food that protects dogs against such ail- 
ments as excessive shedding, nervousness, 
bad teeth, listlessness, etc. We have a 
captive audience inasmuch as our show is 
known to be highly popular. Now how 
shall we handle our commercials? Dare 
we risk losing our audience by plunging 
right in, without preliminary fanfare and 


Automatic Vending Coming: Weiss 


Production Man Must Be Versatile 


monkeyshines, with a commercial whose 
very first words say something like this: 
“Have you been wondering why your dog 
has lately been shedding so much hair? 
Or why he is so jittery and restless? 
Dietary deficiency is very probably the 
cause. You see, nutritional authorities...” 
Or are we on safer ground if we have 
this information sung by a quartet of ani- 
mated gnomes? 


s Circumstances alter cases, I suppose, 
but, generally speaking, I am against 
gnomes, nymphs, pixies, elves, dwarfs, 
elfenfolk, and hobgoblins. If and when the 
copywriter finds himself unable to relate 
his product to the self-interest of the 
viewer, he isn’t likely to save the day by 
having his anemic commercial warbled by 
leprechauns. 


C. M. Ponders an Announcement 


Develop Cooperation in the Shop 


I said earlier in this piece that nothing 
ever holds anybody’s completely undi- 
vided attention. Perhaps the biggest 
reason for this is the fact that our atten- 
tion is easily diverted by the most inter- 
esting subject in the world— ourselves. 
As we sit and watch our video screen, or 
read a book, or sweat over a piece of copy, 
or whatever, our thoughts continuously 
and uncontrollably turn inward to our 
personal problems, needs, wants, hanker- 
ings—our balding head, our painful bun- 
ion, our economic dilemma, our lack of 
charm, our social inadequacies, our puny 
muscles, our backward child, ad infinitum. 


# Appeal objectively to the captive 
viewer’s subjective interests and you 
won't need irrelevant gimmicks to hold 
his attention. 


The Eye and Ear Department... 


The Search Is On for New 
‘Personal’ Salesmen 


As the cost of appearing on television 
gets higher the precious minutes allotted 
to the moving of merchandise become 
more like gold. As we have said repeated- 
ly, no medium can move merchandise; 
the medium merely represents an oppor- 
tunity to sell. Who is going to represent 
the advertiser and sell the product in the 
future? 

In the beginning of television the most 
successful results came from the personal 
salesman. The undisputed champ in this 
field, before he lost his touch with the 
average man and woman, was Arthur 
Godfrey. When he sold, the advertiser 
could really trace sales. 

The second pioneer salesman was Betty 
Furness, who also delivered a convincing 
and moving sales pitch. Her results were 
harder to trace because the products she 
sold were infrequentiy purchased; how- 
ever, most agreed she could sell. 


s Down the road a piece from these two 
masters are a heterogeneous group of 
fugitives from the vegetable truck, rang- 
ing from the fresh-scrubbed young an- 
nouncers with widespread collars, Wind- 
sor-knotted ties, shaky hands, and the 
eyes following the tennis game of reading 
the pitch off cards or prompting devices, 
all the way to the just-within-the-law 
“say you haven’t had enough” medicine 
men. 

Then, of course, there is animation with 
good memorability but effete selling, and 
the school of appetite appeal led by the 
slick Kraft voice-over-food commer- 
cials. The scientific demonstrations, the 
straightforward product-in-use examples, 
and the tests are other methods of selling. 
And the controversial star testimonial is 
still a ubiquitous intruder in the home. 

So where do we go from here? 


# Let’s start from the beginning and try 
to carve our way through this wall of 
living-flesh peddlers. 

1. The personal salesman. As long as 
television exists, this powerful sales tool 
will predominate. Our problem, then, is 


Betty Furness 


where do we find them? It isn’t going to 
be easy. We must look for them—perhaps 
in small stations. We may find that they 
are enthusiastic salesmen in unrelated 
fields, actors who look like salesmen, or 
personalities taught to sell. One thing 
is sure. They won’t be the readers of 
text. They will be salesmen who use the 
product they are selling, can talk without 
script about it, believe in the product, 
don’t recognize the fact that there may 
be a competitor—salesmen who have been 
through every inch of the factory making 
the product, had actual in-the-field sell- 
ing experience or training, and know how 
to pound home a sales story. 

2. The appetite-appeal commercials. 
These will be greatly strengthened by 
color and, for food products, represent 
the surest-fire sell. The simplicity of 
demonstration plus the ability to use a 
good old-time announcer in the voice- 
over is a solid selling combination. 

3. The scientific demonstration. If the 
advertiser has demonstrable product 
superiority, seeing is believing. Everybody 
wants something better and cheaper and 
longer lasting. If your product answers 
these criteria, show it. The sell will 
emerge of its own weight. 

4. The star testimonial. This is a hot 
potato and a subject incapable of generic 
conclusions. A lot of stars have been 
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America’s 


sticking its neck ou 


When stiff collars like this were the “‘uniform of the day,” they reflected 
the restrictions of the age. Nobody was free to get around much 
in any way. 

Now, happily, there’s been a big change, an exciting change to 
“everyday holiday living.” We’re more active than ever before, and 
our clothes show it. 

The whole world is open to us for vacations and, thanks to the 
big change in fabrics, all we need fits easily into our luggage. We’ve 
taken to sport shirts with open necks and short sleeves, Bermuda 
shorts, ‘loafers’ as well as shoes—sensible, comfortable fashions that 
reflect the comfortable times we live in. 


Inevitably, some people enjoy more of this kind of life than others. 
They have a house in the suburbs, a car and perhaps a station wagon— 
entertain on the terrace, vacation more, spend more. These are the 
leaders of the big change. By planned coincidence, Holiday attracts 
these people. No wonder: Holiday gives them a buoyancy to go with 
their new way of living . .. a buoyancy that comes from reading about 
the world’s most exciting places and faces. 


These active, pleasure-loving families are the big reason why adver- 
tisers have made Holiday the most successful new magazine of our 
time, the only magazine, in fact, to show gains in both advertising linage 
and revenue every year since it started in 1946!* 


If you have a pleasure-giving product, this rich, responsive market is 
tailor-made for your advertising. That about buttons it up. 


*Source—Publishers Information Bureau. 


HOLIDAY MAGAZINE 


A CURTIS MAGAZINE 


...1ts readers are leaders of 
the big change to “everyday holiday living” 
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mumbling that the testimonial is beneath 
their dignity and destroys their sterling 
character. This is a lot of oil drippings. 
The star testimonial can be effective 
under certain rigid conditions. 

For instance, the star must not be 
taken out of context with the show. If 
an actor is last seen disappearing in a vat 
of burning oil, it is disconcerting to 
watch him emerge and stumble through a 
product plug seconds later. Under no 
circumstances should the star lose his 
good identity with the show that’s getting 
them in the tent. 

The star should have an intelligent 
reason to be in a locale with the product 
and have good lines of transition. 

The star should know how to sell. Noth- 
ing is more nauseous than to see a star 
condescend to plug a product. The blown 
kiss to the dear folks at home, the sly 
wink of the “oh you kid” vintage, the coy 


On the Merchandising Front... 


manner of sneaking in product sell with 
an apology, the “I get paid to do this, you 
know” attitude, or the “thank God, that’s 
over” kiss-off are no good to anybody— 
client or star. In order to be of any value, 
the star must believe in the product, 
use it, like it, and want to sell it to his 
friends. If not, out damned star spot. It 
isn’t dignity, or willingness to endorse, 
or identity with the arts, or commercial- 
ism that is the issue. The issue is: can the 
bum sell? 

The race is on and the messengers of 
the good prince are off with the gulden 
slippers trying to find the dainty feet of 
the Cinderella salesmen of the future. 
Maybe they’ll be ex-Fuller brush men. 
Maybe they’ll be Florida real estate sales- 
men, but we're going to find them. We 
have to. And when we do, the salesmen 
will get rich and the client will get a lot 
of merchandise into a lot of homes. 


( Vending Machines Inevitable 
in Future of Food Supers 


By E. B. Weiss 
(Mr. Weiss is direator of merchan- 
dising, Grey Advertising Agency, 
New York.) 

When the food super concept hit the 
market place about 30 years ago, the 
traditional food store predicted its early 
demise because, among other reasons, it 
was “too cold.” The argument ran some- 
thing like this: “The customer wants to 
deal with people, not with rows of 
shelves. There’s just no warmth to this 
new-fangled technique of retailing.” 

It’s odd, if not amusing, therefore, to 
note that, at a recent two-day meeting of 
food super regional managers in Boston, 
several speakers made the point that “the 
cold, vending-machine approach has little 
place in the hot competition of today’s 
supermarket.” Ellsworth Sherin, v.p. of 
Elm Farm Foods Co., was one of the 
viewers-with-alarm. Said he: “We must 
not become a cold, vending-machine ver- 
sion of a food store.” 

I don’t know about the Elm Farm food 
supers; I’ve never been in one. But, gen- 
erally speaking, almost all of the food 
supers I’ve been in have conformed pre- 
cisely with the chilly definition laid down 
by Mr. Sherin, except that they are not 
(as yet) heavy users of vending ma- 
chines. There is little that even remotely 
resembles “human warmth” in the floor 
operation of most food supers, and I say 
this not in criticism but as a plain state- 
ment of fact. 


= It may be that I exaggerate the atten- 
tion paid to some of the convictions I 
have expressed here and elsewhere con- 
cerning the coming age of mechanical 
vending of basic foods in new types of 
food supers (to be followed by electronic 
techniques), but I suspect that the shud- 
der of horror that went through these 
food super operators assembled in Boston 
may have been traceable to some of my 
predictions on the coming age of true 
robot mass retailing. In any event, I 
would like to point out to these food super 
regional managers that: 

1. The vending machine has already 
begun to infiltrate the food super. I am 
reminded, in this connection, of how, for 
25 years after the food super proved the 
merits of self-service and self-selection, 
the drug store, with only an occasional 
exception, refused to “see” this modern 
technique of retailing. Then, in the short 
space of three years, some thousands of 
drug store units were converted. Similar- 
ly, the variety chains are now rushing 
toward self-service after a slow start. In 


much the same way, I believe the food 
supers will be infiltrated slowly by one 
type of vending machine after another 
until, presto, there will be a concerted 
rush toward the use of vending machines 
by the food super in certain (not all) 
categories. And this is happening; right 
now. 

2. Simultaneously, and I have also ex- 
pressed this conviction in AA and else- 
where, I believe new types of food stores 
will spring up that will offer only basic 
foods and basic non-foods and that will 
operate entirely mechanically. This, too, 
was just a dream when I first advanced 
the thought a few months ago—but, lo 
and behold, I read the following in a re- 
cent issue of Supermarket News under a 
Feb. 21 dateline: 


La Habra, Cal., Feb. 21—An “auto-mart” in 
which shoppers can buy groceries from vending 
machines without leaving their cars may become 
the latest development in southern California 
supermarketeering. 

According to reliable trade reports, the Wagner 
Realty Co. has tentative plans to build a vending- 
machine-type supermarket through its subsidiary, 
Wagner Construction Co. Officials of the firm 
declined to comment on the new building at this 
time, but under questioning did admit that a 
zoning variance had been requested for a super- 
market on Whittier Blvd. in La Habra. The realty 
company declined to say when construction was 
slated to begin on the new food store prototype. 

The new “auto-mart’” was designed by Albert 
W. Riise, 208 South Pasadena Ave., Azusa, Cal., 
a draftsman at the aerojet plant. The development 
is said to make it possible to shop for some staple 
items from an automobile, merely by inserting 
coins into vending machines. Mr. Riise contends 
his automatic self-service market will handle 
about 120 autos every 15 minutes. The proposed 
market would be so built that each side of the 
structure would be identical for traffic coming 
from either direction. 

Cars would move into the structure on three 
lanes going each way. The 150x500-ft. building 
would be constructed on large hollow pillars. 
These pillars would serve as dispensers for some 
Staple, canned items. Restocking of the pillars 
would be on a gravity-feed from the top of the 
pillar, it was noted. Meats and produce would also 
be sold through vending-type machines of a re- 
frigerated nature, but purchase of these perish- 
ables would involve parking the auto by the 
customer. 

Coin changing machines set up throughout the 
auto-mart, plus a cashier’s cage at the entrance 
to the unique store would make change for 
customers. 

Items to be carried in the auto-mart would 
include groceries, meats, frozen foods, drug items, 
small household items. 

(This may also lead the gas station into 
non-automotive retailing—another of my 


fond beliefs.) 


= I can’t guarantee that this particular 
mechanical food store will ever come into 
being, although the reporter for Super- 
market News appears pretty well con- 
vinced that it is very much on the way. 
But my point is that this is what must 
come, and that inventive brains will some 
day make it feasible. 


Advertising Age, March 15, 1954 
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Manero’s? 


It's Official 


We came upon this ad in a recent issue of the New York Herald Tribune 
and it started a train of thought which we boarded and rode all the way to the 


Iam pleased to announce 


Former National Golf Champion 


We have never encountered Manero’s in Greenwich, Conn., but we assume 
from the illustration—either a baker’s hat or a chef’s hat—that it is either a 
bakeshop or a restaurant. (If, of course, we are right in assuming, in the first 
place, that the illustration is a baker’s hat or a chef’s hat. It looks pretty much 
as if Nick did it himself and, turned upside down, resembles nothing so much 
as an ice bag. Maybe Manero’s is a drugstore. Or a bar.) 

Certain we are, since Manero’s is in Greenwich, Conn., that Nick has rubbed 
more than shoulders with some of the advertising fraternity who are as nu- 
merous in that area as Japanese beetles around the Fourth of July. And how 
( can we be so certain? Elementary, my dear Watson. How else would he get 
the idea of announcing that somebody had been hired in “an official capacity?” 
As a matter of fact, Nick has gone his mentors one better—for the term of- 
ficial capacity is even vaguer than the executive capacity so dear to agency 


Tony, who won the National Open in 1936 (we looked it up), has undoubted- 
} ly been employed for whatever glamor still attaches to him. He has been hired 
“in an official capacity” for the same reason an advertising agency would have 
) hired him “in an executive capacity”; 
a v.p. Meanwhile it will sound as if he’s an officer of the company, his vanity 
; will be satisfied and the company won’t be committed. Reminds us of that 
other familiar advertising classic: “Let’s have lunch some time.” 


that 
TONY MANERO 


not until he produces will he be made 


There is no question that this type of 
store will be as “cold,” vis-a-vis the 
present day food super, as the food super 
was originally with respect to the now 
obsolete food service store. But the public 
obviously hasn’t found the modern food 
super too chilly; I’m confident it won’t 
be any more frozen by vending machines 
than by some of the presumably human 
attendants in today’s food super! 

And while I’m on this subject of the 
coming mechanical-electronic age for 
certain categories sold in mass outlets 
(which, I am certain, the doubters will 
not note excludes many merchandise clas- 
sifications and innumerable specialty 
stores), permit me to run over quickly 
some additional developments that rep- 
resent some significant straws in what is 
still a very gentle wind: 


# 1. A fully automatic electronic punched 
card transmitter that “talks” over regular 
telephone circuits has been developed by 
IBM. It has known applications in retail 
record keeping and control and I should 
imagine it might also have merchandising 
and floor selling applications. 

2. A vending machine to “retail” sub- 
way tokens has been developed for the 
New York Transit Authority. 

3. Some of our great magazines are 
spending large sums experimenting with 
the vending machine sale of weeklies and 
monthlies. 

4. Several drug stores have installed an 
“Egg-O-Matic” vending machine that 
“lays” hard-boiled eggs at a dime each. 

5. An electronic machine that reads 
typed or printed letters has been an- 
nounced by the Intelligent Machines Re- 
search Corp., Arlington, Va. The an- 
nouncement declares that this device can 
read in excess of 100 characters per sec- 


ond, sort 400 documents per minute, 
punch tabulating cards, analyze sales 
checks. I would like to believe that it 
makes feasible the electronic check-out 
gate that I have been hopefully predict- 
ing. 


a 6. The Valeteria automatic vending 
machine type of dry cleaning system is 
now being installed in several department 
stores—Wanamaker’s, in New York, for 
example. 

7. Experiments are being made with 
vending machines that “talk.” I under- 
stand that they never say “Whaddaya 
want?” and that their tones are warmly, 
even humanly dulcet! 

8. Sears, Roebuck reports: “Customers 
phone in their orders from a catalog to a 
battery of operators who type out the 
orders on a punch tape. The tape is fed 
into machines that work all night, even 
after the operators go home. The ma- 
chines print directly on order tickets, 
with the messages going, for example, 
from New York to Philadelphia.” Says 
top-man Houser of Sears: “The goods get 
back to New York customers overnight, 
and that’s better than the big Manhattan 
stores can do.” (I wonder whether the 
new IBM machine that I mentioned 
earlier may speed up this process still 
more!) 

9. International Tel & Tel has an amaz- 
ing new type of pneumatic conveyor 
system. It requires only one sending and 
one receiving tube for as many as 99 
different stations! It uses a dial-phone 
technique. Right now it conveys sample 
batches of chemicals, paper reports, etc. 
I’d love to see it hooked up to a coin dis- 
penser in a retail merchandising opera- 
tion. Maybe we’ll see some such applica- 
tion before too long. 
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10. I note that Prof. Malcolm P. Mc- 
Nair of Harvard has put one foot aboard 
the mechanical-retailing band wagon. 
Said he: “Retailers should take full ad- 
vantage of all modern mechanical de- 
velopments....more automatic vending 
may be one aspect of this.” In connection 
with non-merchandising applications of 
mechanical and electronic developments 
to retailing, look at these: 

A. Kroger uses a label-printing ma- 
chine for prepacked meats that prints 
weight, price per pound, unit value, 
grade, product identify, date code. It 
also provides automatic count for packag- 
ing control. 

B. I predict the disappearance of the 
soda jerk; a new automatic vendor dis- 
penses the exact amount of beverage and 
registers each drink. 


G. D. Crain Jr. Says.. : 


C. Dictograph has a silent paging sys- 
tem for store personnel—no loud speak- 
ers, horns or bells. 

D. Cincinnati Time Recorder Co. has a 
master watchman that automatically ac- 
cepts, monitors and records all informa- 
tion sent from 30 different stations. 


s My space is running out. (Sid Bern- 
stein is probably remarking: “Your space 
has run out!”) So Messrs. Regional Man- 
agers of Food Supers: keep as open a 
mind with respect to the vending machine, 
etc., as those who pioneered the self- 
service concept maintained with respect 
to what we now call the food super. Be- 
cause the mechanical-electronic age of 
mass retailing, as applied to certain mer- 
chandise categories, is irresistibly on the 
way. 


) Public Service Offers Opportunity 


S. DeWitt Clough is managing director 
of the Chicago Heart Assn. 

This simpie statement of fact may not 
mean a great deal to you, but it has a lot 
of significance for those who have fol- 
lowed the career of this great advertising 
man and business leader. 

DeWitt Clough was for many years ad- 
vertising manager of Abbott Laboratories, 
moving up in the executive ranks to the 
presidency of the company. Later he be- 
came chairman of the board, and con- 
tributed greatly to the rapid expansion 
of the company, one of the largest and 
most successful pharmaceutical manufac- 
turers in the U. S. 

When he retired a few years ago he 
had no desire to “take it easy” nor to 
vegetate, as so many business men who 
drop out of active participation in affairs 
are accustomed to do. On the other hand, 
since his work in the medical field, 
through the development of many new 
Abbott products, had made him particu- 
larly aware of the public health needs of 
the country, he volunteered his services to 
the direction of the Chicago Heart Assn., 
which is affiliated with the American 
Heart Assn. 


= He is not only doing a great job for this 
fine organization, but is getting a lot of 
satisfaction out of his work. He is bring- 
ing to it organizing and promotional abil- 
ity which has made the Chicago associa- 
tion one of the most successful groups 
promoting greater knowledge of cardiac 
and vascular problems and providing ad- 
ditional funds for both research and treat- 
ment. 

In laying cut his program for the work 
of the association, Mr. Clough outlined 
the following objectives, recently pub- 
lished in the Bulletin of the association: 

“A much larger professional member- 
ship in the Chicago Heart Assn. We need 
the doctors and the doctors need us. 

“A greater lay membership among busi- 


Tips for the Production Man... 


ness executives—also among women in- 
terested in the civic need for heart work- 
ers. 

“More well-organized and reliable heart 
clinics in the outlying areas of Greater 
Chicago; clinics easily accessible to heart 
patients and the indigent. 


= “An enlarged research program cover- 
ing all phases of cardiac and circulatory 
diseases to discover their causes and cure. 

“A widely expanded program of lay 
education to include more frequent and 
regular heart examinations. Programs of 
prevention as well as care for cardiac 
cases. 

“Extended professional education, in- 
cluding more clinical meetings, more med- 
ical literature and exhibit material. 

“More work in the public schools to 
prevent rheumatic heart disease among 
children, and to give better care to cardi- 
ac children. 

“More approved camps for convalescent 
cardiac children, and more frequent con- 
tact with these camps. 

“Industrial education, including job 
classification and rehabilitation for heart 
cases in industry. 

“More contacts with all health and wel- 
fare agencies, medical and nursing groups, 
looking forward to complete cooperation 
in the heart field. 

“A well-organized speakers’ bureau, an 
enlarged film service and a well-organ- 
ized women’s auxiliary. We already have 
a well functioning women’s advisory 
council.” 

It is obvious from this agenda that De- 
Witt Clough will have plenty of work to 
do for years ahead, and that his executive, 
organizing and promotional talents will 
enable the Chicago Heart Assn. to go far. 

His experience may offer a valuable 
suggestion to other executives who are 
wondering what to do with their time and 
energy when they retire from active busi- 
ness life. 


Versatility, Thy Name Is Production Man! 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 
I state flatly, albeit with fear of contra- 
diction, that there isn’t a man in the ad 


department who has to wear more hats 
(and wear them becomingly) than the 
production man. 

He has to be something of the purchas- 
ing agent, printer, typographer, photogra- 
pher, mathematician, writer, clock- 


watcher, direct mail expert, proofreader. 
keeper of the budget, and artist. 


It’s about this last skill that I wish to- 


dash off a few lines. The production man 
may be the creative artist up to a point, 
but more than that he has to be abreast 
of the art world and what is going on 
there. This means, among other things, 
that he will do well to keep abreast on 
sources of supply; to know what is going 
on and who offers what. 

For this purpose I have found invalua- 
ble a little publication known as Art Di- 
rector and Studio News. It’s published by 
the National Society of Art Directors, 
43 E. 49th St., New York 17. Just the 
makeup and appearance of this fresh and 
sprightly monthly gives you a lift and 
elevates your outlook on physical presen- 
tation of advertising. 

Campaigns and techniques are re- 
viewed. And, of course, timely reviews 
of what’s new, along with case histories 
of the illustration motif behind successful 
ad series. 

Among the advertisers you learn of 
new type faces, new sources of hand- 
lettering alphabets, trick photography, 
and stock photos. And, of course, studio 
photography. 

Editor Don Barron, in looking back over 
1953 in the field of advertising art, sees 
a new pattern being established in the 
market for professional art. He says that 
business has been proportionately bet- 
ter for the so-called “local” art mar- 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

A subject I enjoy discussing, or even 
arguing occasionally, is whether the 
seller of a commodity or product or serv- 
vice should know how it should be used 
or put into service. 

An automobile dealer whose salesmen 
couldn’t drive wouldn’t appeal to me. If 
a vacuum cleaner store said: “Learn to 
use it yourself, madam! You bought it, 
make the best of it,” it wouldn’t last 
long. 

Most entrepreneurs in America are 
concerned that what they sell shall 
serve well. If I buy a fleet of trucks I 
can get good counsel and help from the 
manufacturer in achieving economical 
hauling. If I am a great user of electri- 
city a utility company engineer is likely 
to be available to give me valuable 
counsel. The manufacturer of dresses 
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kets than it has for New York and 
Chicago. The reason, he thinks, has to 
do with the tighter lid on money available 
for art and photography, even though 
budgets were increased for space. He says 
there’s less trekking to Madison Ave. 
or N. Michigan, and more patronizing of 
local sources. 


® The renewed reliance on local art 
sources means the smaller centers are at- 
tracting, keeping, and maintaining art 
talent they couldn’t dream of a year or 
two ago. Mr. Barron thinks that adver- 
tisers will continue to stretch their budg- 
ets. 

This means alertness on the part of 
the production man. It means familiarity 
with sources, and the use of more rerun 
and repeat art. It means also, of course, 
better original photography with less out- 
lay for retouching. 

It means increased responsibility on the 
shoulders of the production man to secure 
more solid okays and editing in rough 
layouts and on original copy so that there 
is less costly outlay for remakes and al- 
terations in typesetting and makeup. 

If the executive heads want to control 
production costs, let them start at the 
foundation; learn to do more thinking and 
perfecting in the rough stages and less 
in the finished stages. 

The production man has long been 
preaching this. Now, possibly, there will 
be teeth in his arguments. 
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usually tells how they should be cleaned 
or laundered. 


= But (with some exceptions) adverti- 
sers buy space in newspapers at their 
peril. The New York Times is a great 
paper. Where helpful participation is 
needed in a liberal cause for good news- 
papering, the Times is “in.” When giving 
thought for a small compatriot may help 
him—or his fellows—the Times is at 
hand. If an educational program needs 
encouragement with more than lip serv- 
ice, if it’s good for journalism—the 
Times is a pretty sure friend in need. 
When it comes to advertising, how- 
ever, that’s something else. Advertisers 
in the Times must go it alone and often 
lose much of what they spend. (I am 
not singling out the Times as being ex- 
ceptional, for this is true of many papers. 
But the Times is notable in this regard 
because of its liberality and far sighted- 
ness in other directions. It is simply a 
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ORE CHANCES TO SELL 


WHEN YOU REACH 


THE WHOLE FAMIL 


MORE “MOMS” READ THE STAR WEEKLY 


You reach more women readers, too, 
when you advertise in The Star Weekly 
.. 1,380,000 of them! And don't forget 
this vital sales factor: over a million 
housewives read The Star Weekly 
every week, week in and week out. 
That’s because they get more recipes 
and cookery news in The Star Weekly 
than inany other Canadian publication. 


Published at 80 King St. West, Toronto, Canada 
Montreal Advertising Offices: University Tower 
U.S. Representatives: Ward-Griffith Co. Inc, 


MORE “DADS” READ THE STAR WEEKLY 


You reach nearly 3,000,000 Canadian 
readers when you advertise in The 
Star Weekly.* And if you sell to the 
men of Canada, remember you reach 
over 1,500,000 of them in this one 
medium — hundreds of thousands 
more than you can reach with any 
other Canadian publication at such 
low cost! 


MORE FOR EVERYBODY TO READ 


That’s why The Star Weekly is read 
by more home-owners, more people in 
wired homes, more people in car- 
owning homes, than any other 
Canadian publication can deliver for 
your advertising money. It’s good 
sales sense to spend more of your 
advertising budget on people like this 
—because this is the kind of people 
who do most of Canada’s buying! 


Carries more advertising than 
any other national magazine 


or week-end newspaper 


naire 
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good example of my point.) Illustrated 
on Page 74 are two small-space ads. Both 
advertisers are in competition with big 
stores that employ (presumably) much 
competent advertising help. The big 
store gets the greatest utility value from 
its advertising of any newspaper adver- 
tiser. If it induces someone in with an 
ad, it arrays additional offerings before 
her eyes to the tune of hundreds—or 
thousands. 


s Moreover, in most cities, the big 
stores which have the greatest utility 
value in every inch of circulation—pay 
the lowest rates. (An _ indefensible 
anomaly of newspaper business! A pa- 
per’s ad manager will say it’s because 
the big stores with day-after-day volume 
keep the newspaper alive. It’s a “quan- 
tity discount” says another. Few papers 
could prove they make a profit on de- 
partment store rates, where such stores 
enjoy a favorable differential. There- 
fore, it’s as sound to argue it’s the 
little advertiser who keeps the paper 
alive. Actually, it costs most papers 
more per column inch to handle depart- 
ment store advertising than that of 
smaller stores. The small ones pay more, 
‘yet call for less service per inch and 
uch less revision.) 

Yet the small advertiser is permitted, 
if not encouraged, to waste his money 
out-of-hand. It seems to me no one 
should know better than a newspaper 
how to make white space yield rich re- 
sponse locally. It’s the paper’s product. 
It’s the paper’s principal source of reve- 
nue. When a paper knows all it can 
learn about how to use white space 
well, it can help advertisers make their 
advertising far more profitable. (And 
many larger ones too.) 


a If the Georg Jensen ad at the left, 
on Page 74, had been created to do as 
much for Georg Jensen as possible, it 
might have doubled or trebled re- 
sponse—at least. That would have been 
the equivalent of reducing the paper’s 
rate to Georg Jensen by 50 to 66%! 
That would have been good for Georg 
Jensen, for the Times, for advertising, 
and for our American economy. 

The robins are tiny—or not? Are they 
$15.50 each, or for three? The grey 
background makes the type hard to 
read. There is no “sell” present. The 
mention of “Mail and phone orders” 
and the phone number are almost illeg- 
ible, and so small the store must be 
ashamed it takes such orders. 

The Corboe ad offers coats at $3,200 
to $5,500, but aside from suggesting 
they are a good investment (is that why 
women buy mink?), and that the mink 
is fresh, the ad is empty of words or 
ideas. The picture sells as much as 
words and picture could sell? Hardly. 

The Times accepts (as do many other 
papers) hundreds and hundreds of ads 
that must produce only fractionally for 
the advertisers. Advertisers who are 


Employe Communications... 


sold by, and whose ads are created by, 
people who have never lived an hour 
when they literally had to sell or else 
fail! 


# Do papers think it indelicate to give 
sound counsel to people who would ap- 
preciate it? Are newspapers afraid of 
the resentment of ad people who actually 
might themselves like to learn to be 
surer of themselves? 

At a race track, when you step up 
to the window and bet $50 or $100 on 
Take-a-Chance or It’s-a-Gamble, you 
know the man at the window can’t give 
you sound advice. Newspaper adverti- 
sing should be different. When you pay 
your money out for advertising to a 
great medium, in any size town—it 
doesn’t seem a preposterous idea to me 
that that medium should be able to say 
to you: “May we suggest how you might 
get even more from the use of our 
white space?” 

In any store that learns to use news- 
paper space truly well, it is almost im- 
possible for miscellaneous media to chip 
away at the store’s appropriation. Isn’t 
that important to newspapers? 

New York City probably wastes no 
higher percentage of retail advertising 
dollars than any other city—but its 
waste in dollars is tremendous. It is 
the weak and anemic advertising that 
fades out of the papers fast when econo- 
mic frosts arrive. Too bad that the 
staunch papers everywhere aren’t exert- 
ing themselves now to help show adver- 
tisers how to do a better job of convert- 
ing the commodity—newsprint—into 
the dynamic force which is professional 
selling-in-print. 


@ The picture of any paper recoiling 
from rendering sound service, because 
some mentally immature retail ad per- 
son might resent being proffered sound 
counsel in making white space pay, 
amuses me. Yet—if it is not that, what 
is it that keeps papers from saying: “We 
believe there are certain fundamental, 
well established principles that cannot 
be ignored if you wish to get the utmost 
value from our medium. We do not wish 
to press the rich fruits of research upon 
you, but if you want counsel we will 
gladly provide it.” 

Naturally, when staff men on a paper 
do not know how to counsel stores 
tactfully, wisely, professionally, stores 
resent their suggestions. But whether 
it’s in Waco, Kalamazoo, or New York, 
the more a staff man knows about how 
to make advertising sell, the more 
valuable he can be to his accounts, his 
paper, and himself. 

When a newspaper argues otherwise, 
it is saying in effect: “The less our men 
know about how their white space 
works, the better they sell. Therefore, 
we should seek men who know less and 
less about advertising. And finally when 
we have complete ignoramuses, we will 
reach our zenith in the sale of linage!”’ 


The Sales Manager Wants Cooperation 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) ; 

The sales manager of a medium-size 
manufacturing concern was sorrowing in 
semi-public over the fact that the shop 
employes in his company weren’t giving 
him support. He cited poor quality, ir- 
regular production and monumental em- 
ploye apathy as his principal sources of 
grief. 

“Don’t these guys out in the plant know 


the honeymoon is over?” he demanded. 
“Here we sales people are out, trying to 
hustle orders, while the shop people sit 
back on the job. Our delivery promises 
aren’t kept, and in a good many cases 
there is something wrong with the product 
when it arrives. How can you stay in bus- 
iness without cooperation from the shop 
employes?” 

The answer is: You can’t. The obvious 
directive is: If you don’t have cooperation, 
then the smart thing to do is to develop it. 

What’s wrong in this sales manager’s 


plant is the same thing that’s wrong with 
ten thousand others: The interrelationship 
between sales and production has never 
been demonstrated to the satisfaction of 
either side. Here’s a check-list to see 
where you stand: 

1. Does your company use established, 
accepted devices of communication to teli 
employes the sales story? Is the company 
using bulletin boards, the employe publi- 
cation, group meetings? If not, why not? 

2. Has the sales manager develeped a 
cooperative arrangement with the man in 
charge of communications so that em- 
ployes know of the arrival of new jobs 
in the plant? 

3. Does a satisfied customer ever write 
a testimonial letter to the company? If so, 
is it posted on bulletin boards—or other- 
wise shared with employes—so that they, 
too, may enjoy some of the praise? If 
not, whose fault is it? 

4. If a gripe letter comes into the sales 
department, does the department relay it 
to the superintendent, who describes the 
gripe to the right people in the right way? 
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Or does the superintendent deliver a gen- 
eral blast within the plant, thereby build- 
ing up a fresh antagonism toward sales? 


@ 5. Has any member of the sales depart- 
ment ever talked before’ supervisory 
groups, to explain sales and advertising? 

6. Do employes see preprints of adver- 
tising before it is used? Are they posted 
on new product developments? Are they 
advised of interesting or unusual end 
product applications? If not—who is at 
fault and who can correct it? 

7. Is quality-and-customer talk around 
the plant merely syndicated slogans pur- 
chased from outside sources, and posted 
around the shop? Or is it powerful, sen- 
sible material developed at the local level, 
for understanding by local people? 

If shop people don’t show a sympathy 
for your sales dilemmas, don’t blame 
them. Maybe it is you—the sales repre- 
sentative—who have kept aloof and silent. 
If you want plant people to understand a 
cause, make sure that you describe it to 
them. 
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LUCKIES TASTE 


Good advertising, like a good salesman. 
owes more than a little to personality. 

And if, once in a while, you say: “I 
hate the guy, but he is a good salesman,” 
you sooner or later find someone else to 
do business with. 

Just so, I think, the reading or listening 
and looking public eventually gets more 
than merely tired of unpleasant or bom- 
bastic or foolish competitive advertising. 
It gets fed up. 

This is what has happened in the case 
of a great deal of current cigaret copy. 

The public is undoubtedly fed up, and 
with the worst possible result. The incli- 
nation to disbelieve all of it is strong and 
growing. And I think there is only one 
way to counter this. 


# Lucky Strike, I would guess, feels the 
same way: that only by foregoing the 
dubious pleasure of counter-claiming ev- 
ery competitor’s argument can any ciga- 
ret build a decent and attractive person- 
ality (no matter how galling the competi- 
tor’s may be). 

Perhaps the makers of Lucky Strike have 
reviewed the somewhat less competitive 
and greatly less nervous Camel copy of 
recent years. Perhaps also they have re- 
read the sales figures. 


These Ads I Like 


Ry Fairfax M. Cone 
President, Foote, Cone & Belding 


ITS ALL A MATTER OF TASTE 
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In any case, the new Lucky Strike cam- 
paign in newspapers and magazines stakes 
Luckies’ appeal on Luckies’ own taste 


.and this is presented in copy and layouts 


that are likewise Luckies’ own. 

The copy is friendly and believable, 
and amusing in the way that a good story- 
teller is amusing, without being—shall we 
say, a comic. 

Who wouldn’t like a storyteller who 
starts out: “I have changed my brand of 
cigarets twice in my life. I started with 
fine Illinois corn silk’’? 


@ Personally, had I written the campaign 
(which I would like very much to have 
done), I think I might have toyed with 
“Luckies taste good” instead of “Luckies 
taste better.” That is what the reasons- 
why add up to. And I think it is enough. 

Nevertheless, Lucky Strike has moved 
a very long way in what I would like to 
bet is the right direction; in fact, I will 
bet—anybody—if Luckies will stay on this 
track. 

Incidentally, I think the toothpaste peo- 
ple might profitably ponder the plight 
of the cigaret folks. Some of them are at 
a point where they can’t even tell a 
straight story straight. It comes out pure 
frenzy. 
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HERBERT M. GOLDEN has been appointed 
director of advertising and promotion for 
Turner Hall Corp., New York maker of | 
Admiracion oil shampoo treatment and | 
other Admiracion products and of Esko) 
Protein cold wave permanents and other 
hair preparations. He succeeds Shirley J. 
Blacher. Mr. Golden was previously with 
R. H. Macy & Co. and International Latex | 
Corp. 


Most Democrats Will 
Oppose Postal Rate 
Hike, Democrat Says 


WASHINGTON, March 9—House_ 
Majority Leader John McCormack | 
(D., Mass.) reported last week that; 
Democrats are lining up in over- 
whelming opposition to the ad- 
ministration’s plan for a 4¢ rate 
on first class mail. 

On the basis of a poll of House 
Democrats, he said 147 plan to 
vote against the 4¢ rate and that 
only 18 are inclined to support it. 
The 4¢ rate would raise about 


Gives Facts on Exhibit Booths 


“How to Attract More Prospects 
‘to Your Booth” has been published | 
by Clapp & Poliak Inc., New York 
‘producer of industrial expositions. 
The booklet is designed to help 
exhibitors at industrial shows with 
\their pre-show activities. Among 
‘topics covered are advertising, 
publicity, sales meetings and ad- 


'vanced planning. Copies are avail- 
‘able from Clapp & 


Poliak, 341 
Madison Ave., New York 17. 


Formfit Sets April Drive 


Formfit Co., Chicago, will use 
25 magazines and 336 newspapers 
in April to promote its Life bras 
and girdles for women, Bobbie line 
for teen-agers and Skippies for 
juniors. Bobbie ads will offer a 
‘free calorie counter. MacFarland, 
|Aveyard & Co., Chicago, is the 
agency. 


‘Time’ Adds Six Salesmen, 
3 in N. Y., 3 in Chicago 


|The Saturday Evening Post in 
'Chicago; John U. Crandell, for- 
merly with WOR, New York, and 
William H. Duke, an assistant in 
Time’s advertising department, 
have been named to the New York 
sales staff of Time. 

James F. Cox Jr., formerly na- 
tional advertising manager of the 
Denver Post; John L. Heath, last 
with Better Living, and Gordon 
H. Ritz, previously a sales super- 
‘visor for Congoleum-Nairn, have 
joined the Chicago sales staff of 
Time. 


Flo-Form to Preiss & Brown 


Flo-Form Creations Inc., 
'York girdle manufacturer, 


New 
has 


Robert C. Barr, formerly with. 


named Preiss & Brown, New York, | 


‘to handle its advertising. 


You Get Things Done Quicker and Better 
With Boardmaster Visual Control System 


*%& Gives Graphic Picture of Your 
Operations—Spotlighted by Color. 
*® Facts at a Glance—Saves Time, Saves 
Money, Prevents Errors. 

*® Simple to Operate, Type or write 
on Cards, Snap in Grooves. 

* Ideal for Production, Traffic, Sales, 
Inventory, Scheduling, Etc. 

*& Made of Metal. Compact and Attrac- 
tive. Over 50,000 in Use. 


3 aaa POLIS | 
= BROS EG si : 


Full price *49” with cards 


24-page Illustrated 
FREE |  s00xter no. v-200 
Without Obligation 

Write or call Wisconsin 17-8444 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


3 sw 


$150,000,000 of the $235,000,000 


' that the administration hopes to/ 


get from a postal rate increase bill | 
recently reported by the House. 
post office committee. 

The postal bill will come before | 
the House rules committee in the) 
near future, and has still to be) 
assigned a spot on the House) 
schedule. 


Midland Co. Names Morey 


Harold E. Morey, formerly as- | 
sistant director of owner relations | 
for Studebaker Corp., South Bend, | 
Ind., has been named director of. 
sales for Midland Co., South Mil-| 
waukee, Wis., manufacturer of gar-| 
den tractors and attachments. Mr. 
Morey’s appointment is a part of 


the Midland program to increase | 


the company’s share of the farm) 
and garden implement market. 


George F. Bingham will remain | 


as sales and advertising manager | 
| Pt! 


Ogden R. Reid, president of the. 
European edition of the New York | 


for Midland. 
Reid Elected ‘Trib’ V.P. 


Herald Tribune, has been elected | 
v.p. of the New York paper. He 
will continue to head the European | 
operation. Gerry Amari, assistant 


art director for 14 years, has been | 
named art director of the news-. 


paper. 


Moulton Joins Stevens 
Marketing consultant Richard H. | 
Moulton has joined Hermon W. 
Stevens Agency, Boston, as v.p. 
and marketing director. He for-| 
merly was a director of market 


Appoints Kerker-Peterson 


Kerker-Peterson & Associates, 
Minneapolis, has been named to 
handle advertising for Central Re- 
search Laboratories Inc., Red 
Wing, Minn., maker of precision 


laboratory apparatus and instru-| 


ments. 


Vitriol to Sullivan, Stauffer 
Herbert A. Vitriol, formerly v.p. 
and director of marketing at Grey 


Advertising, has joined Sullivan, 


Stauffer, Colwell & Bayles, New 


York, as v.p. in the account execu- | 


tive department. 


Bornstein Joins ‘Photography’ 

William Bornstein, formerly on 
the retail sales staff of the New 
York Herald Tribune, has joined 
the advertising staff of Photogra- 
phy, New York. 


dé. 


ew 


WTEST yOuR” 
SKILL 25¢ | 


SHOTS 250 


Js = 


_ Gg 


a 


DELIVERS MORE FOR THE MONEY 


research for General Foods Corp. | 


These five inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local stations 
. .. and in Inland California more listeners than the 2 leading 
San Francisco stations and the 3 leading Los Angeles stations com- 
bined .. . and at the lowest cost per thousand! (SAMS and SR&D) 


Ringed by mountains, this independent inland market is 90 miles 
from San Francisco and 113 miles from Los Angeles. Beeline 
listeners here spend over half a billion annually for food alone. 
(Sales Monagement’s 1953 Copyrighted Survey) 


M<CLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA © Paul H. Raymer Co., National Representative 
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JACK E. SCHNEIDER, advertising and sales 

promotion manager for the commercial di- 

vision of Hotpoint Co., Chicago, has been 

promoted to the new post of merchandising 

manager. He will head advertising, public 

relations, sales promotion and sales edu- 
cation. 


FCC Clears Station | 
of Bootleg Baseball | 
Broadcast Charges 


WASHINGTON, March 9—The Fed- 
eral Communications Commission 
ohare refused to do anything about 


arges by major league baseball 

ubs that a Texas radio station is 
bootlegging play-by-play broad- | 
casts of their games. 

To make its position entirely 
clear, the commission gave the 
embattled station an unrestricted 
renewal of its license. 

Complaints had been filed by the 
New York Yankees, St. Louis | 
Browns and Brooklyn Dodgers that | 
KELP, El Paso, was broadcasting 
their games without permission. 
The station replied that there was | 
nothing improper about the way it 
obtained the information. The. 
games were “sold” to a number of | 
local and national sponsors. 


| 
| 


s Denying that it was appropri- | 
ating the property rights of others, | 
the station said it obtained its in-| 
formation from individuals who. 
watched or listened to authorized 
broadcasts, then telegraphed the 
information to El Paso. The sta- 
tion contended that information 
about baseball games is news and 
public property which cannot be 
copyrighted once it has been 
broadcast. 

The station also said its actions 
are proper “in view of the alleged- 
ly illegal restrictions imposed upon 
such broadcasts by the teams.” 

In its ruling, FCC said there are 
a number of decisions which sup- 
port the argument advanced by the 
baseball teams. It noted, however, 
that a Texas court has ruled that 
information of this kind is public 
once it is broadcast. FCC said the 
Texas court might be wrong—but 
that the station appears to have 
acted in good faith. 


Cinema-Vue Corp. Formed 
to Distribute TV Films | 

Joseph Smith, formerly v.p. and 
general manager of Tele-Pictures, 
has set up a new tv film distribut- 
ing company called Cinema-Vue 
Corp., New York. Associated with 
Mr. Smith, president of Cinema- 
Vue, in this venture is Harry M. 
Pimstein, formerly an RKO Radio 
Pictures v.p. 

Among the shows the company 
will handle will be properties of 
Transamerican Broadcasting & Tel- 
evision Corp. Programs produced 
by Transamerican include “The 
Greatest Story Ever Told,” “Life 
Can Be Beautiful,” “The Plain- 
clothes Man” and the Saturday 
night fights sponsored by Bayuk 
cigars on ABC-TV. 


Returns to ‘House Beautiful 
Thomas H. Walsh, formerly on 
active duty with the Marine Corps, 
has returned to House Beautiful 
as a member of the eastern sales 
staff, replacing Thomas Dempsey, 


Roberts Returns to Bozell 
Ralph B. Roberts has rejoined 


Bozell & Jacobs’ Indianapolis office | 


as v.p. Mr. Roberts first came to 
the agency in 1936 from Oklahoma 
City. He will work on industrial 


and consumer accounts. 


‘Dale Fifth Ave. to Keller 


Dale Fifth Avenue, New York, 


'has named Gerald H. Keller, New 


York, to handle its advertising 


‘Guild Films Sells Package, 
Appoints Bozell & Jacobs 
Guild Films, New York, has sold 
its new package, “The Joe Palooka 
Story,” to H. C. Claussen’s & Sons, 


_Augusta, Ga., baker, through Ra- 
dio Sales Inc. Markets to be cov- 


ered are Augusta and Charleston, 
Greenville and Columbia, S. C. 

The tv film producer has ap- 
pointed Bozell & Jacobs, New York, 
to handle its advertising. 


Promotes Whitcomb to A. M. 


William L. Whitcomb has been 
promoted from assistant advertis- 
ing manager to advertising man- 
ager of Glass Fibers Inc., Toledo. 
Mr. Whitcomb will assist in the 
development of all product trade 
advertising, merchandising and 
sales promotion and be responsible 
for coordination of these with 
Blasco Advertising Agency, Tole- 
do, which handles the account. 


Advertising Age, March 15, 1954 


Ketchum Gets PR Account 


Ketchum, MacLeod & Grove, 
Pittsburgh, has been named to han- 
dle public relations for the Amer- 
ican Society of Mechanical Engi- 
neers. 


Appoints Dundes & Frank 


Schiaparelli Foundations, New 
York, has appointed Dundes & 
Frank, New York, to handle its 
advertising. 


|in magazine shopping sections. 


who has resigned. 


The Completely NEW 


1955 Market Data 
& Directory Number 


Redesigned to provide industrial advertisers and agencies 
with significant information covering 7 fundamental 
market-and-media questions, the 1955 MD&DN will 
contain essential data on 62 major classifications and 42 
sub-classifications of industries and trades. Material 
presented in each section will follow a standard pattern; 
will be easy to find and easy to understand. 


How the New 1955 MD&DN Will Inform Advertisers and Agencies on the 


tie Saetiost 


7 Basic Industrial Market-and-Media Questions! 


1. Information on: “What current trends and 
developments in the industry are note- 
worthy?” 


1. Current trends 


This segment, which leads off each section, will in gen- 
eral answer the question, “What’s going on in this 
field?” It will provide the latest available facts on 
basic trends and developments obtainable from com- 
petent sources. 


2. Information on: “What are the basic statis- 
tics—plants, location, sales, employment, 
etc.?” 


» a Basic statistics 


Under this head will be presented the essential sta- 
tistical material available on the particular market 
under discussion. Such facts will be given as number 
of units, location, sales volume, number of employes, 
etc. 


ee 


3. Information on: “What does the industry 
buy—what products and services, and how 
much?,” 


3. What the industry buys 


This heading will cover the highly important subject 
of what kind of products and services add up to worth 
while sales volume in a given field. Information as far 
as it is available will be given on this subject, in some 
cases with siatistical summaries of quantities bought, 
etc. In effect, this is the counterpart of the BASIC 
STATISTICS segment: That one deals with what an 
industry makes and sells, this one with what can be 
sold to the industry. 


4. Information on: “How does the industry 
buy—buying standards, and factors who 
specify?” 


4. How the industry buys 


Under this heading, analysis and discussion, rather 
than statistics, will provide information on the buying 
and specifying factors, the special qualifications sought 
in materials and services bought by the industry, ete. 
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Advertising Age, March 15, 1954 
Manischewitz Wine 
Budget Is Doubled: 
Radio, TV Get Most 


New York, March 10—Monarch 
Wine Co. will spend more than $2,- 


evision. The other 10% will go 
into newspapers and point of sale 
displays. 

On radio Monarch now has the 
“M an-oh-Manischewitz” jingle 
going at the rate of 2,373 times 
each week over some 116 stations 
in the U. S., Canada, Alaska and 


Meyer H. Robinson, secretary-, eastern division of L. A. Goodman 
treasurer of Monarch, has pre-| Mfg. Co., Chicago maker of 3-D 
dicted that the company will in-| plastic decorations and displays. 


crease its sales by 20%, through 


more advertising. Emil Mogul Co.| wjpqyis Plans Awards Guide 


is the agency. 


Goodman Names Gurwitz 


A. N. Marquis Co., Chicago pub- 
lisher of “Who’s Who,” is gather- 


000,000 this year to advertise its} Puerto Rico. Announcements on tv : 5 
Manischewitz kosher wine. This is|are scheduled at about the rate of|tional sales promotion manager of | ing awards of national reference 
350 a week. The company also is| Melrose Distillers Inc., a sales af-|interest made during the year in 

About 90% of this budget hasja participating sponsor on some|filiate of Schenley Industries, has| the U.S. One of the classifications 
been earmarked for radio and tel-!local radio and tv shows. 


double the 1953 appropriation. 


been named sales manager of the/is advertising. 


H. Milton Gurwitz, formerly na-|ing material for a volume cover- 


The purpose of this section, of course, is to provide the 
person who wants to sell something to this industry 
with a “short course” on how the industry buys, who 
is important, etc. Much of the controversial element 
may appear in this section—e. g., is the purchasing 
agent or operating man more important; should builder 
or architect be wooed harder? Etc., etc. 


5. Information on: “What sources are avail- 
able for further detailed market informa- 
tion on specific products?” 


5S. Sources of data 


The facts, figures and charts in each market section 
are assembled from numerous sources. In order to 
make it easy for advertisers and agencies to obtain 
supplementary data, if desired, credit lines on refer- 
ence sources will be consolidated under this heading 
in each market section. 


5-1 Additional sources of information 


In order to place every possible aid for studying a mar- 
ket within easy reach of advertisers and agencies, two 
additional services are provided under this head: 


A. Available market data 


All known current market data and research 
related to each market, and available from 
publications in the field, are listed with sum- 
maries of contents. These items are numbered 
and may be easily ordered through the use of 
postcards which are bound into the book as 
a special insert. 


B. Trade associations & 

promotional groups 
This exclusive feature helps advertisers and 
agencies who desire to extend their explora- 
tions of a market. Each section contains a 
complete list of names and addresses of trade 


associations and promotional groups in the 
field from which additional information might 
be secured. 


6. Information on: “What publications serve 
the market—basic facts about them?” 


6. Media covering the market 


Each market section in MD&DN includes basic data, 
or cross-references, on all publications directly serv- 
ing all, or a part, of the market concerned. All publi- 
cations of possible value are easy to locate. There is 
no need to research prolific breakdowns of business 
paper classifications to discover usable media, and the 
hazards of omission are eliminated. 


Arranged so that all publications related to a market 
can be readily located, MD&DN lists over 2,400 busi- 
ness papers in the U. S. and Canada, together with 
condensed information on rates, discounts, circula- 
tions, mechanical data, etc., etc. Thus, the job of 
preparing preliminary schedules is vastly simplified. 


7. Information on: “Which publications are 
best qualified for schedule consideration?” 


7. “Tell-All” media information 
advises advertisers 


Information to help advertisers and agencies gauge 
the advertising values of pertinent media—specific 
information on market served, circulation, coverage of 
market, buying power, editorial services and influ- 
ence, comparative values, special services to adver- 
tisers, etc.—is provided in “tell-all” sales messages of 
publications, which for convenience of reference, are 
placed alongside data on market served. Over 200 
publications make this kind of additional information 
available to advertisers and agencies. 


The Market Data & Directory Number is the only reference which provides 
market-and-media data service covering all major classifications of industries 
and trades. Subscription to Industrial Marketing ($3.00 per year) includes 
MD&DN. The 1955 Edition will be issued June 25, 1954. New subscribers on 
record up to May 10 will be assured copies of the 1955 Edition. Address sub- 
scriptions to Industrial Marketing (MD&DN), 200 E. Illinois St., Chicago (11) 


Publishers note: Advertising copy deadline for the 
1955 Market Data & Directory Number is May 10, 1954 


' 
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| 
| 
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GRAPHIC WINNER—Kermit Claster, v.p. in 
charge of West Coast operations for Ohr- 
bach’s Inc. in Los Angeles, and movie star 
Pier Angeli, beam approvingly at the Ohr- 
bach ad chosen as “one of the 50 best ad- 
vertisements of 1953” by the American 
Institute of Graphic Arts. This ad was the 
only retail store advertisement included in 
the top 50. 


Not Selling Space, 
Defense Department 
Tells Advertisers 


New York, March 9—National 
Better Business Bureau warns that 
there are no official Department of 
Defense or official service publica- 
tions for which advertising is so- 
licited. 

In response to a number of in- 
quiries it has received from busi- 
ness organizations that have been 
approached to take advertising in 
publications issued by various 
groups in connection with the 
Armed Forces Day observance 
May 15, the bureau has stated that 
the Defense Department policy 
with respect to Armed Forces Day 
advertising remains unchanged. 

“There are many national and 
local organizations which sponsor 
various activities contributing to 
the success of the Armed Forces 
Day observance,” the Department 
of Defense stated in a letter to the 
bureau. “Some of these _ issue 
printed programs or other publica- 
tions and solicit advertising for the 
purpose of defraying costs of their 
Armed Forces Day activities. Since 
the Department of Defense does 
not authorize any publications for 
which advertising is solicited, such 
publications should not be pre- 
sented to the public as official pub- 
lications of the Department.” 


NATION'S LARGEST TRADE TERRITORY 


EL PASO 


Key city and distribution center 


of the largest trade territory of 

any city in the Nation — more 

than 600 miles from any other 

city of equal size or larger. 
Covered Exclusively at 
one LOW Cost by — 


Che Hi Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howerd Newspaper 
Evening 


TWO Separate Newspapers 
-30¢ Line BUYS BOTH! 
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| April 20-22, American Newspaper Pub- 

P /lishers Assn., annual meeting, Waldorf- 
Coming | Astoria, New York. 

| April 22-24. American Assn. of Ad- 

| vertising Agencies, annual meeting, the 

| Greenbrier, White Sulphur Springs, W. 

| Va. 

| April 23-25. Fourth District, Advertising | 

Federation of America, annual conven- | 

March 17-20. Assn. of National Adver- | tion, Soreno Hotel, St. Petersburg, Fla. | 


Conventions 


tisers, spring meeting, The Homestead, | April 28. Brand Names Day, annual 
Hot Springs, Va. | convention, Brand Names Foundation, 
March 30-April 1. Point of Purchase wajdorf-Astoria, New York. 


Advertising Institute, annual meeting, | April 29-May 1. Southern California Ad- 

Hotel Statler, New York. | vertising Agencies Assn., Deep Well 
April 4-6. American Public Relations) Ranch, Palm Springs. 

Assn., 10th anniversary convention, Shel-| May 4-7. Assn. of Canadian Advertisers, | 

ton Hotel, New York. annual conference, Royal York Hotel, 
April 5-8. American Management Assn.,| Toronto. 


Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives 
convention and sales equipment fair, 
Conrad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 
annual conference, Ambassador Hotel, 
Atlantic City. 

June 14-17. National Industrial Ad- 
vertisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 


annual packaging exposition, 
City. 


cy Network, management 
Boca Raton, Fla. 


SIMPSON-REILLY, LTD. 
Publishers ‘ 


Representatives 


? 
’ 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


Atlantic 


April 12-18. National Advertising Agen- | Jackson Hotel, Nashville, Tenn. 
conference, | 


| sixth annual convention, 


| 


May 9-12. National Newspaper Promo-| America, 50th annual convention, Hotel 
tion Assn., annual convention, Andrew | Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23. U. S. Trade Mark Assn., an- 
New York. | nual meeting, Hotel Pierre, New York. 

May 23-27. National Assn. of Radio and June 27-30. Advertising Assn. of the 
Television Broadcasters, annual conven- | West, 51st annual convention, Hotel Utah, 
tion, Palmer House, Chicago. | Salt Lake City. 

May 24-25. Inland Daily Press Assn., | Sept. 18-21. Advertising Specialty Na- 
spring meeting, Congress Hotel, Chicago. | tional Assn., annual specialty fair, Palmer 

May 24-26. National Assn. of Trans-| House, Chicago. 
portation Advertising, 13th annual meet- | Sept. 26-29. Pacific Coast Council, 
ing, Blackstone Hotel, Chicago. American Assn. of Advertising Agencies, 

May 24-30. National Business Publica- | Hotel Del Coronado, Coronado, Cal. 
tions, annual spring meeting, White Face Sept. 26-30. Financial Public Relations 


May 14, International Advertising Assn. 
(formerly Export Advertising Assn.), | 
Hotel Plaza, | 


DISTRIBUTED 
THROUGH 


AND BY ASSOCIATED 


housewives 
LOVE IT... 


* housewives say so 


WESTERN FAMILY 


MAGAZINE 


* First returns from a continuing study of readership 
prove we can say housewives love it but positively. 
Want that proof? We refer you to Western Family representatives in 
New York, Chicago, Los Angeles, San Francisco, Seattle. 


GUARANTEED 
CIRCULATION 


1,000,000 


TWICE A MONTH 


ae , 8 * ae 


GROCERS OF COLORADO (MEMBER CENTRAL DIV, NROG) 


for the summer tourist trade. Designed 


ANYWHERE WEST—J. J. Alms, general passenger traffic manager (left), and R. W. 
Jennings, advertising manager, discuss the Burlington Route’s ‘54 ad campaign 


to lure tourists to America’s ‘Western 


Vacationlands,” the ads shown will appear in leading magazines and metropolitan 
newspapers during spring and early summer. Reincke, Meyer & Finn, Chicago, is 
the agency. 


Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 


Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 


Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers 
| Assn., annual convention, Chicago Athlet- 
| ie Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 


Williamson Names Dunay 

Garfield Williamson, Jersey 
City, N. J., grass seed and 
lawn products manufacturer, has 
Switched its account from Law- 
rence Kane Inc. to Dunay Co., 
New York. National advertising in 
newspapers and radio is planned 
for Wonderlawn seed and other 
garden products. 


Lyon Joins Crowell-Collier 

Ray E. Lyon, formerly research 
'director for the Metro Group, has 
‘joined the Crowell-Collier  re- 
|search department in New York. 


‘Donovan Joins Dell 

Con Donovan Jr., formerly with 
American Legion Magazine, has 
joined the eastern sales staff of 
the Dell Modern Group, New York. 


Saunders Elected Chairman 


Charles L. Saunders, president 
and treasurer, has been elected 
board chairman of Saunders, 
Shrout & Associates, Chicago. 
Donald K. Colvin, director and 
consultant of the agency, takes 
over the post of president. James 
E. Shrout was elected v.p. and 
treasurer. 


Princess Pat to Lancaster 


Princess Pat Panty Co., New 
York, has appointed Lancaster Ad- 
vertising, New York, to handle ad- 
vertising for Princess Pat baby 
panties and Princess Pat baby 
knitwear. Consumer and_ trade 
campaigns are planned. Marvin 
Sherres Advertising is the previous 
agency. 


GE Promotes James M. Olive 

James M. Olive has been pro- 
moted to manager of advertising 
and sales promotion of the central 
district of the apparatus sales di- 
vision of General Electric Co. He 
will make his headquarters in Chi- 
cago. 


BUT LETS GIVE IT 


MATS © PLASTIC PLATES  ELECTROTYPES 
* 


WAbash 2-1204 * 517 SOUTH JEFFERSON ST., CHICAGO 7, ILL. 


THATS ALL RIGHT, 
A LITTLE MORE 


MATRIX COMPANY 


ets gs boty te SA act Dt Tete a a PANE Cy ert Oe Pet foe eh La ea eae ee eae > Pe bs thle ie eh hoe ee Seo tke hws. met oe Tey EN Raed mle, Lee SS terete — oti Sw Me me Rye Ahn San To = fe ES ( eWien cs te ere yk te ae tide mee te Al RR A 
sa ae GR Oi 7 Nee OE eee ad he, Pavan va cen Fanuc Meta eM at eR Sida k ag Veneaet chai”. oe, pie MeO Ae ck Cel N read By bie CE Gaia Ree SLs aac Sanit Oi Se NR 2 Go to ane la aa 
se rs (ph a ec Pane eR ee eee Ce Ae aC os Cea © gee Rama ae Fs PO gg is acc OMNES M ENE i Saale a. 5. i eae Mang MR AR Rages AR 6 Je |G aad ooty iy Oe Re a pote 
R ae clk 
a , — pee 
: : 80 Advertising Age, March 15, 1954 - 
by. 
Bi , , ee fee) “DEI23 ae Se r es a 
2 ae | =a - ee _— 
ee . * 3 Sin — tT # # £é« : Sea si 
ee Tees = Jee ee +0 hs y fe ia a 
a ee — “== q is wee ee 
4 ; | ae Soa. ee * n° * ee a. 
* eS <> ee ; 
, ce ieee a fe es ee ‘ 
i oe & — a E. 
ae - , a 
Ae PE oes. 
SSeS i aoe! 
ust oe | ee 
ea of | — 
ee | | Sate 
me } r ‘ 
| ee | 
this nef a) | pene 
a tN 7 ii ae nt ree a 
ati Z / ‘ ~ ; 4 ~, eae yf ~ i “a | ; 
Was \ Hh) § dy Bea ee OP | : 
aia Se GH Ng AGN D5 ae | | ia 
orks s ¥ ‘i S x ‘= Ale . a eel 5 ® ‘i es 
e 7] EC Nee i~ 0 y a Wy “al % sc a hg 
ail. “ § yy a fe “aw | | dec ses ae 
aia: ate oe Ue 4 q ip “3 eee 5: SS | Ses aeam 
res ware 2 la : Ber. a ¥ ee 
gy caalor, "’ Seat 55 one S = - Rae : gilt 
eee re metey 4 S ot eee | Pete 
ae eS [réf, ares Sh } J ii: AN “ate OOF 3. af reas 
ve FYB 3003 3 ee | ~ 
‘ eee! rae: | a 
ae 1) ee ; Wa \\ pay \\ 7 | . 
TR tN <<} 3 eS" 
oe" : CD a 4 te Ned Ws 
i‘ — hiss << =~ 7 /\ Gs ST ae Ss —= eae : ee ee = oa. 
os ane Fe NN A a att «f Seer ; ae 
: has °o ps= \ 4) \ ° ‘ 3 —_—— ’ re ™ ah Seas ee 
) ——_-_—- “a S\N): ane : TEIN Sa aye ap oe: 
oe Bt | EA hee il ) = 
a alee N a STERN Ad tye fr‘ a 
Aes e AES, Sai: oan oS 
" fe ie i. re ’ Ce RT ’ J ok. x d ves oo 
| N oh KG : SSSR SY sss 
vee j ( 4 —\ ea of all ee 
iM 8 N) 2. WE trae ea diad Eg es = pee 
rhage . ) Sole earth Pes * eae 
wee \\ = = -* 4, % . SApee eae 
° LY \ } ate <a < tans aad ae: 
chs . vy \ A 7 Loon Maree ae 4 =; | — — we 
Beet | ™ Za ee 
eee | o te / é x 
& ~ 
i> SOCK / 2 
ae | \ @ eae, 
8 | Ace. Sth & 
eco ass i Sri 
me P CCT. Exg e 
es \ . ‘ oe 
ee + OP a= \ a 
a ot /) “a » , ss ; 4 
| — _> | 
: - : 
WESTERN = y 
ly : : >, 
7 th ee 
; viage ° 
| Pe 78 WO 3 | 
Ne a ae | / | 
a a a ve - i , t re 
- MAGAZINE! Se | 
me ae Lee oe | 2 4 : } Pe | 
, oe ° a ° is 
= 
| bag ; 
pe ree 8. eG Ms een We te CORFARY 4 Rv F&F QW 


e2 


Agency-Client 
Problems Raised 
by Murrow’s Blast 


(Continued from Page 1) 
before legislating, but the line be- 
tween investigating and persecut- 
ing is a very fine one and the 
junior senator from Wisconsin has 
stepped over it repeatedly. .. 

“This is no time for men who 
oppose Sen. McCarthy’s methods 
to keep silent, nor for those who 
approve. We can deny our heritage 
and our history but we cannot es- 
cape responsibility for the result.” 


# The CBS switchboard in New 
York was flooded with phone calls 
as soon as the program went off 
the air—the greatest audience re- 
sponse ever received, according to 
the network. Several other stations 
on the network reported an equal- 
ly impressive response. 

By Wednesday night in New 
York CBS had counted 8,841 calls 
complimenting the show and 697 
protesting it. The telegram count 
showed 2,674 complimentary and 
86 protesting. This was 24 hours 
after the telecast. 

The day following the show 
Alcoa received about 60 telegrams, 
seven of which were “negative,” 
the rest “laudatory.” The manage- 
ment of the Aluminum Co. of 
America also received a few phone 
calls, mainly commending the pro- 
gram. 


® Asked if he knew in advance 
that the subject of the Tuesday 
night show was to be Sen. Mc- 
Carthy, a spokesman for the com- 
pany answered: 

“In this case, yes, because it 
was announced in the papers. But 
usually we don’t know what sub- 
ject is coming up on the program. 
That is our understanding with 
Mr. Murrow. We don’t think it’s 
proper for a sponsor to influence 
the news. 

“It’s Mr. Murrow’s show. We 
buy what he has to offer. We ex- 
pect him to attract an audience— 
and the kind of audience—before 
which we want to present our 
commercials.” 


® Asked if there were backstage 
conferences with CBS boss Will- 
iam Paley and Mr. Murrow before 
this show was “cleared,” CBS 
pointed out that the network 
doesn’t censor its newsmen and 
never has. 

This of course is by no means 
the first time a well known radio- 
tv figure has taken a_ personal 
stand on a major issue on his spon- 
sor’s time. Walter Winchell (ABC) 
and Arthur Godfrey (CBS) both 
made quite clear their preference 
for Eisenhower during the 1952 
Presidential campaign, to mention 
only a couple of cases. Whether 
this lost their sponsors customers 
among the Democrats is a question 
that probably will never be an- 
swered. 

Mr. Murrow’s denunciation of 
Sen. McCarthy came at a time 
when the senator was threatening 
to sue NBC and CBS if they didn’t 
yield to his demand for time to 
answer Adlai E. Stevenson’s crit- 
icism of him at a Democratic Par- 
ty confab March 6. 


fered free time to reply to the Re- It did not make any serious effort 
Committee, to avoid the 10% rate, despite the 


publican National 


Mutual to lash back at both 
Stevenson and Murrow. Mr. Lew- 
is’ commentary is sold locally by 
the stations. 

Tonight, American Oil Co. and 
Ford Motor Co. will find them- 
selves sponsoring political fire- 
works. Mr. Murrow announced 
that he will make a counter-reply 
to the senator on his regular news 
program on CBS-Radio. 

When Mr. Murrow began his 
McCarthy “See It Now” program, 
he offered Sen. McCarthy a chance 
to appear on the show in rebuttal. 
As-this story was written the sen- 
ator had not answered the invita- 
tion directly, but he told reporters 
he might accept the offer after he 
finds out how “See It Now” plans 
to handle his appearance and what 
role Mr. Murrow will play in the 
show. 


# In terms of government regula- 
tions, Alcoa and CBS seemed to be 
in the clear in giving Mr. Murrow 
his head. 

Existing tax regulations do not 
preclude an advertiser from spon- 
soring a radio or tv program in- 
volving current events discussions, 
however controversial. 

The Internal Revenue regula- 
tions specifically disallow as tax 
deductions “sums of money for 
lobbying purposes, the promotion 
or defeat of legislation, the exploi- 
tation of propaganda.” There is no 
record, however, of Internal Rev- 
enue holding that radio and tv dis- 
cussions are in themselves lobby- 
ing. 

In a policy memorandum issued 
in 1948, the bureau took the posi- 
tion that the government should 
avoid any censorship of advertis- 
ing, and that taxpayers should 
generally be permitted to claim as 
a “business expense’? almost any 
advertising that the taxpayer con- 
siders helpful in the conduct of his 
business. 

Under this liberal formula, the 
Internal Revenue Service recently 
ruled that “Facts Forum,” a con- 
troversial radio and tv discussion 
program financed largely by H. L. 
Hunt, Dallas oil millionaire, is an 
admissible deduction for tax pur- 
poses. 


Some Industries Are 
Happy, Others Glum 
Over Tax-Slash Vote 


(Continued from Page 1) 
sistance set in as news spreads that 
tax cuts are coming. 

Automobiles and alcoholic bev- 
erages were the sorry losers in yes- 
terday’s bill, for these industries 
are specifically required to con- 
tinue to pay premium tax rates 
enacted after outbreak of the Ko- 
rean war. Their only consolation is 
that House Republicans, in a last- 
minute caucus, overrode the ways 
and means committee and decided 
to extend the premium rates for 
12 months. Earlier, the committee 
had extended the rates without any 
cut-off date. 


a The general policy of the com- 
mittee was to fix a 10% limit on 
federal excises. This was disap- 
pointing to a number of durables 
industries such as tv manufactur- 
ers, already taxed at 10%. They 
felt the committee should have 
granted an across-the-board per- 
centage reduction so that all the 
excise tax industries would get 
|some benefit. 


GAIN AND LOSS PERCENTAGES — 52 CITIES 6 | 
MONTH 
JANUARY 1954 = 1953 | LOSS GAIN 
CLASSIFICATION mown} 20 to 10 2 30 40 “igre: 50 

er s ‘g ] 

GENERAL. *5.6 —_ 

AUTOMOTIVE +487 pees | 

FINANCIAL = | 96,9 nea | 

TOTAL DISPLAY __._ *3.2 —_ | 

CLASSIFIED 8.0 Memeo 

TOTAL ADVERTISING | *0.1 | 

DEPARTMENT STORES | +2.7 a | 


CLASSIFIED DROPS—Linage gains were registered in all but one classification in 
Media Records’ newspaper linage report for January. Classified advertising was 
off 8% compared with January, 1953, and automotive was up 11.7%. 


McCarthy Will Ask 
for FCC Probe of 


Reluctant Networks 


WASHINGTON, March 12—Sen. 
Joseph R. McCarthy (R., Wis.) 
said last night that he is hiring a 
lawyer and preparing to ask the 
Federal Communications Commis- 
sion to look into the refusal of 
NBC and CBS to provide radio and 
tv time for a broadcast he wants 
to make in answer to Adlai Steven- 
son. 

“If the existing rules do not 
require the networks to provide the 
time, then the rules will have to be 
changed,” he commented. 

Meanwhile, the House appro- 
priations committee released this 
weekend testimony by FCC Chair- 
man Rosel Hyde explaining that 
the responsibility for fair presenta- 
tion of controversial issues rests 
solely with the broadcaster and 
cannot be delegated to networks or 
sponsors. 

He explained that Section 315 
of the Communications Act speci- 
fies that stations must give equal 
time to all qualified political 
candidates. 


ws “There is no obligation imposed 
to give time to any candidates,” 
he pointed out, “but if they do pro- 
vide time then they are automati- 
cally obligated to extend the same 
courtesy to any other candidates.” 

He pointed out that Section 315 
applies only to candidates for 
political office, and does not apply 
in other situations. 

“Does this mean that if an or- 
ganization which is partisan is al- 
lowed free time, an organization 
that is contrary partisan is not 
necessarily allowed free time?” 
Rep. Sidney R. Yates (D., II.) 
asked. The ensuing discussion ran 
this way: 

Mr. Hyde: Not as a legal right 
growing out of Section 315, but the 
commission does have a licensing 
jurisdiction. We relate it to the 
qualifications of the applicant. We 
think an applicant is not qualified 
if he does not recognize a principle 
of fairness. 

Rep. Yates: Has the commission 
implemented this intention in con- 
nection with any of its licensing? 

Mr. Hyde: We have implemented 
it in this sense, that where we have 
had complaints we have brought 
them to the attention of the li- 
censees and in cases where we 
have had serious complaints and 
/no effort to satisfy them we have 
|/conducted investigations to the 
/extent necessary. I believe the in- 
|dustry has given pretty good cov- 


| erage in this field. 


| 


'@ At another point, Rep. Yates 
asked, “Does the commission have 


The automobile industry, for-| any jurisdiction or power to pre- 
s The networks rejected Sen. Mc- merly taxed at 7%, pays a 10% vent broadcasters from transmit- 
Carthy’s demand. Instead, they of- excise under the emergency rates. | ting lies to the public? 


Mr. Hyde: No, sir. 
Mr. Yates: Is there any govern- 


which designated Vice-President fact that retail sales figures re- ment agency that has this function? 


Richard Nixon as its spokesman. 
He will speak on both networks 
March 13. 

Meanwhile, a host of other spon- 
sors joined Alcoa in sponsoring 
controversy last night when Sen. 
McCarthy used most of a 15-min- 
ute Fulton Lewis Jr. stanza over 


| leased by the Bureau of the Census 
|this week showed auto sales lag- 
ging 15% below February, 1952. 
WHEN Appoints Katz 

WHEN (formerly WAGE), Syra- 


cuse, N. Y., has named Katz|commission would be justified in| 


| Mr. Hyde: I believe I should say 
if a broadcaster showed a continu- 
jing practice of broadcasting mis- 
|representations, eventually 

question would come up as to his 
fitness to hold a license and the 


the | 


not to prevent him from telling 
lies, but to determine whether he 
was fit and qualified to hold a 
license. 


# Chairman Hyde observed that 
“stations must never let the con- 
trol of their programs get into oth- 
er hands.” 

Asked what he meant by “other 
hands,” he replied: “The sponsor, 
the buyer of time, the network. I 
think you will find the contract 
they sell for time has a cancela- 
tion privilege in there which the 
licensee can invoke to protect the 
character of its program, to see 
that they maintain proper stand- 
ards, etc.” 


# The testimony was given Jan. 
12, and was inspired by the action 
of networks in offering time to 
Sen. McCarthy to “answer” former 
President Harry S. Truman. 

Mr. Hyde said all arrangements 
for that broadcast were made by 
the networks. “We had certain 
notice that demands were being 
made, but we did not initiate any 
action or take any part.” 

At the networks the news and 
public affairs department has the 
responsibility of deciding what 
speeches, public meetings, etc., 
will be covered. 

NBC, which is more or less 
typical of the industry in this 
respect, would decide on the basis 
of the following general points, 
although they should not be viewed 
as cut and dried rules: 


= 1. General balance of the vari- 
ous points of view. 

2. Frequency with which the in- 
dividual has appeared on various 
broadcasts in the last few months. 

3. Newsworthiness. 

4. The best judgment of the re- 
quirements of the situation (that 
is, common sense). 

In most publicized instances 
when time has been requested for 
rebuttal to charges—such as Sen. 
McCarthy’s request for time to 
answer ex-President Truman—the 
requests have been granted. In 
the current situation NBC and 
CBS have indicated that they feel 
they are fulfilling the letter and 
the spirit of the law by granting 
the request of the Republican Na- 
tional Committee for time to an- 
swer Mr. Stevenson. 


FILM SOLVES WTOP 
POLITICAL PROBLEM 

WasHINGTON, March 12—WTOP- 
TV, which did not telecast Adlai 
Stevenson’s Miami speech March 
6, has recognized that it would 
not be fair to telecast Vice-Presi- 
dent Richard M. Nixon’s answer 
tomorrow. 

The solution: WTOP-TV will air 
a film of the Stevenson speech 
from 10 to 10:30 p.m., immediately 
preceding the live broadcast of 
the Nixon reply. 


Promotes William Littlefield 
William Littlefield has been pro- 
moted from the advertising sales 
department of Flower Grower, 
New York, to the new post of 
promotion manager. He will be 
succeeded by Abner F. Berlin, who 
joins the eastern advertising staff 


Agency to represent it nationally. | invoking its licensing procedures as a salesman. 
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Canadian Printed 
Media Set Record 
with 18% Ad Gain 


Toronto, March 11—A _ record 
$65,892,925 were poured into Cana- 
dian newspapers, magazines, week- 
end newspapers and farm publica- 
tions last year, according to ad- 
vertising linage audits compiled 
by Elliot-Haynes Ltd. and pub- 
lished in Marketing. 

This was a gain of 18.65% over 
1952 volume of $55,533,791. 

Accounting for the highest vol- 
ume were daily newspapers, which 
carried $34,333,379, a 22.37% gain; 
magazines, $14,888,236, a 16.17% 
gain; and weekend newspapers, 
$10,720,355, a 13.7% gain. Farm 
papers, showing an 18.65% gain, 
were able to chalk up a volume of 
$5,950,955. 

The automotive classification 
nosed out the foods classification 
with a volume of $10,518,777—a 
gain of 44.77%. The foods volume 
was $8,781,757, a gain of 29.08%. 
Drugs and cosmetics followed with 
expenditures totalling $8,109,569. 


= Brewers’ and distillers’ adver- 
tising was up 20.7% to reach $3,- 
955,610. Household appliances and 
electrical supplies advertising to- 
talled $3,228,547—a gain of 42.58%. 
A 46.03% gain was shown by home 
furnishings and _ radio, which 
reached a total of $2,659,777. 

Only one of the 18 classifications 
showed a loss—government adver- 
tising dropped from $1,671,574 in 
1952 to $1,646,784 in 1953—a loss 
of 1.49%. 


Simmons-Boardman 
Negotiates Sales of 
Stock to Employes 


NEw York, March 11—Negotia- 
tions for sale of controlling stock 
interest in Simmons-Boardman 
Publishing Corp. to employes of 
the company are now in progress 
and probably will be terminated 
within the next 60 to 90 days. 

This was ‘confirmed today by 
William E. Russell, trustee of the 
estate of the late Ida R. Simmons. 

While negotiations are in an ex- 
ploratory state, Mr. Russell told 
AA, if employes of the company 
can raise the money to purchase 
the stock the sale will go through. 
He declined to comment on the 
price at which the stock was being 
offered. 


s There are 78,000 shares of Sim- 
mons-Boardman common stock 
outstanding. Mr. Russell, as trus- 
tee, controls 50,000 shares. The re- 
maining 28,000 shares are held 
largely by officers of the company, 
but a few thousand shares are held 
by others. These are traded infre- 
quently in the over-the-counter 
market. Latest quotations were 
$5.00 asked and $4.50 bid. 

Simmons-Boardman publishes 
American Builder, six railroad 
publications and Marine Engineer- 
ing & Shipping Review and Marine 
Catalog & Directory. 


Nescafe Starts Saturation 
Spot Campaign on WNEW 

Nestle Co., White Plains, N. Y., 
has signed for round-the-clock ra- 
dio coverage in the New York area 
with saturation spots and multiple 
program sponsorship on WNEW, 
New York. The campaign for Nes- 
cafe will begin April 5 and contin- 
ue throughout the year. 

Prior to the kickoff date the Nes- 
cafe salesmen and distributors will 
be organized to support the drive. 
Time was bought through Sherman 
& Marquette, New York. 


Armitage Joins ‘Vision’ 

Merle Armitage, formerly art di- 
rector of Look, has joined Vision, 
New York, as art director. 
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KLIK Appoints Young 

KLIK, Jefferson City, Mo., has 
named Adam J. Young Jr. Inc. to: 
represent it nationally. 


Vacuum Cleaners? 


Better Living 
Households Have 


_ HIB 


wt > Intent to Buy (12%) among readers of 


Brown Shoe Persuades Kids to Pressure 
Parents into Buying Its Brand of Footwear 


| 


(Continued from Page 3) 
Rempel Mfg. Co., Akron, through | 
tey and department stores on a 
royalty arrangement with Messrs. 
Ferrin and McConnell. | 

The program was originally pro-| 
duced in Chicago, but in 1946, Mr. 
Ferrin left the Burnett agency to 
‘move to Hollywood, where he 
could concentrate on “Smilin’ Ed’s 
Gang” and other productions. The 
show went with him. 


= In May, 1949, the first tv version 
was put on film. At that time the 
radio version was on the full NBC 
network. The tv series began on 
NBC, moved to CBS and is now on) 
ABC-TV at 10:30 am. EST. 
Fifty-two stations carry the pro- 
gram. The transcribed radio show 
was continued on a network basis 


any 5 Fe = store - distributed magazine. Compare 


latest Starch Report figures. Send for analysis. | 


Better Living Magazine, 230 Park Ave., N. Y. 


until 1952, when Brown decided 
there were enough television sta- 
tions to gain adequate national 


coverage. 
The radio show, transcribed, is 
‘offered to dealers on a co-op basis, 


and 30 stations now carry it on a, r é 


/local basis. 


= The television program is said to | 
be the only children’s series actual- | 
ly filmed in the country where the | 


action takes place..in this case. . 


India. Mr. Ferrin and his produc- | 
tion unit have traveled around the; ~~ 


world to get the color footage used 
in the series. Mr. McConnell sets 
the story lines. As a result, ele- 
phant hunts, tiger kills, fire dances 
and other spectacles are the real 
thing. 

Dialog, interior scenes, and the 
second part of the 30-minute show, 
a comedy sequence involving live 
comics and the characters created, 
are filmed in Hollywood. The in- 
sistence upon authenticity has ap- | 
parently paid off. The current 


MR. ATELES BARTLETTIE 


Native of Eastern Peru, the Gold-faced Spider Monkey is probably the 
most handsome of all spider monkeys. Nature gave him soft thick fur 
which is a deep black, while the face is a golden yellow with white 
whiskers. Although the head and body may be only two feet long, the 
tail is always longer. This long, strong tail enables him to live almost 
entirely on the higher branches of the tallest trees, quite safe from his 
enemies. Unlike other monkeys, it has little or no thumb on its fore 
paws, probably because it depends on its tail and rear legs for climbing 
and jumping. When traveling thru the tree-tops, the tail is sent out 
first with a very queer movement, and after getting a good hold on a 
branch with it, he then makes the jump. In all nature there is no more 
unusual sight than a troop of Spider monkeys hanging by their tails. 


Do the natural thing—call 


PsA 


for ELECTROTYPES, MATS, PLASTIC PLATES, and R.O.P. COLOR 
PARTRIDGE & ANDERSON COMPANY - 712 FEDERAL ST., CHICAGO 5- 


‘ f — niiiitelts 


Advertising Age, March 15, 1954 


=m |‘53 Supermart Sales 


BUSTER AND TIGE—Brown Shoe Co. asks 

children to look for this trademark in the 

shoes their parents buy for them. Several 

parents have written asking for trademark 

labels, saying their children won‘t wear 

the shoes without them, the company 
reports. 


Nielsen shows a 23 for the pro- 
gram, which has a reputed budget 
of $8,500 weekly, and is scheduled 
in Class C time. 

Mr. Ferrin says he has consist- 
ently over-expended on his filming 
budget to insure quality product 
for repeat performances. “After 
all,” he says, “all good kid stories 
are worth repeating, whether they 
be Hans Christian Anderson’s 
fairy tales, or the story of ‘Black 
Beauty.’ ‘Tell it to me again, Dad- 
dy’ is a command kids have always 
used and continue to use as long as 
story-telling is with us. Se we have 
planned for the future by filming 
timeless stories in a quality man- 
ner. The passing parade of chil- 
dren moves much faster than the 
parade of adulthood.” 


Direct Mail Gains in January 


Estimated dollar volume of di- 
rect mail advertising during Janu- 
ary, 1954, was $105,510,100, a gain 
of 3.5% over the January, 1953, 
figure of $101,827,800, according to 
the Direct Mail Advertising Assn. 


Rath Launches Campaign 

A full-page color ad in the 
March 15 Life will launch a drive 
by Rath Packing Co., Waterloo, Ia., 
for its line of Rath Black Hawk 
meats. Earle Ludgin & Co., Chica- 
go, is the agency. 


Illinois Tool Promotes Biil 
Russell W. Bill, who has been 
eastern district manager _ since 
1950, has been promoted to sales 
manager of the Shakeproof divi- 
sion of Illinois Tool Works, Chica- 


go. 


Hit Alltime Peak 
Despite Price Drop 


NEw YorK, March 9—Sales of 


)|the supermarket industry in 1953 
-|rose 14.2% over ’52 to a record of 


$16,092,000,000, despite a _ retail 
food price dip of 1.6%. 

The increase, according to the 
fifth annual survey of Super Mar- 


‘|ket Merchandising, is attributed 
'|to a jump in the number of super- 
‘}markets from 16,501 in ’52 to 17,- 


550 in ’53 and to a larger average 
supermarket volume, up 7.3% 
from $854,260 per market in ’52 
to $916,900 in ’53. 

Other findings of the survey 
are: 

Supermarkets accounted for al- 
most half of the total grocery and 
combination store volume in ’53 
—48% of an estimated $33.5 
billion. In ’52, supermarkets ac- 
counted for 43.5% of total grocery 
store sales. 

The average yearly volume per 
supermarket is approximately 17 
times that of the average for all 
other types of grocery outlets 
combined. Numerically, supermar- 
kets represent only 5.1% of the 
total count of 341,300 retail gro- 
cery stores. Average yearly vol- 
ume per supermarket of $916,900 is 
about 17 times that of the average 
of all other types of grocery out- 
lets, reported to be about $53,800. 

New Jersey has the highest av- 
erage volume per supermarket— 
$1,102,300. 


P. C. Hitt Joins Rossotti 

Peter C. Hitt has joined Rossotti 
Lithograph Corp., North Bergen, 
N. J., as v.p. in charge of sales. He 
formerly was a director of the 
Whiteford Paper Co., New York, 
and executive v.p. of that com- 
pany’s subsidiary, Papers-in-Mo- 
tion. 


Kling Appoints Epstein 

Donald M. Epstein, formerly ad- 
vertising and sales promotion man- 
ager of Reliance Mfg. Co., has been 
named an account executive in the 
sales promotion and training divi- 
sion of Kling Studios Inc., Chicago. 


French Appoints Sparling 

Harry R. Sparling, who at one 
time operated his own art studio 
in Detroit, has been named art di- 
rector of Oakleigh R. French & As- 
sociates, St. Louis. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
: COURIER 


cery adv 
Here is 
profite 


TEST uxnxers in the Mid-west . 
covered only by the Waterloo Daily and Sunday Courier. 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS 
cooperative. You may have oa copy of our tie-in re 
on request to see how your products roted in our 


+ proof our grocers are 
FREE 
al gro- 


thet this is one of the Richest, most 
A Market 


ond merchondising — show you 
product. 


Let our advertising 
whet cen be done with your 
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Nude Art Is Used 
for Introduction of 
Scandale Girdles 


New York, March 10—Problem: 
to introduce a famous French gir- 
dle to the American mademoiselle. 
Solution: French poster art, a 
“light-weight” copy theme and— 
you guessed it—sex. 

In one of the bolder campaigns 
to appear in consumer media, Tru- | 
Balance Corsets Inc. and its agen- 
cy, Rockmore Co., are using the 
above formula to introduce Scan-. 
dale—termed by Tru Balance the 
top girdle name in France for the 
last 25 years. 

Tru-Balance, which holds the 
American franchise for the French 
scanty, has been working a long 
time at its introduction. Before 
the first national ad broke in the 
March Harper’s Bazaar, there was 
a well-promoted New York show- 
ing for buyers. 


a And before that was a long and 
persistent teaser campaign to the 
trade, in which a middle aged 
French roue winked suggestively 
from a_ photo-question brochure. 
Rockmore calls the trade drive 
“the most effective in the last 25 
years.” 

To point up the French origin of 
the merchandise, Rockmore did 
the magazine ads in a black-and- 
magenta wash evocative of Tou- 
louse-Lautrec. The subject matter 
is also reminiscent. 

Two nicely exposed models are 
featured, dressed in black stock- 
ings, long black gloves and floppy 
black hats. One of the two also 
wears a girdle; the other is “Scan- 
dale-less.” 


@ The selling line is: “I feel I’ve 
got nothing on...when I’m in a 
Scandale.” 

The basic ad, with the nudes ar- 
rayed in varying positions, will 
appear as a full page in the high- 
fashion monthlies. 

Similar pages are also being 
taken in major metropolitan dai- 
lies, but with the models doing 
their cavorting in bras. 


ABC Adds 60 More Members; 
Total Is at Alltime High 


The Audit Bureau of Circula- 
tions, Chicago, has elected 60 more 
members: 55 national advertisers, 
four agencies, and one magazine. 
The agencies are Albert Jarvis Ltd. 
and MacManus, John & Adams of 
Canada, both of Toronto; Marstel- 
ler, Gebhardt & Reed, Chicago, and 
W. A. Winter Advertising Agency, 
Des Moines. The magazine is La 
Novela Cine-Grafica, North Holly- 
wood, Cal. 

Total ABC membership is now at 
the alltime high of 3,526 members, 
including 648 advertisers, 189 
agencies, 1,955 newspapers, 273 
magazines, 378 business publica- 
tions, 73 farm publications and 10 
miscellaneous publications. 


Kameny Gets Two Accounts 
Seymour Kameny Associates, 
New York, has been named to han- 
dle advertising for Marsha Young 
Inc., New York maker of dresses 
for tall girls, and Spectrome Co., 
New York manufacturer of High- 
lite artists’ materials. Consumer 
and trade publications, point of 


LUMPY BUT NICE—Angular French poster art nudes share the spotlight with the 

current “light weight’ approach to selling girdles in new campaign by Tru Balance 

Corsets Inc. Shown above are pages scheduled for Glamour (left) and Vogue. 

Newspaper versions differ chiefly in having bras sketched in. Rockmore Co. is 
the agency. 


the grocery editions of Chain Store’ subsequently named eastern ad- 
Age. Mr. Marks joined the publica- vertising manager of the grocery 
tion in 1947 asa salesman and was editions. 


American Tobacco Sales 
Reach New High in 1953 


Dollar sales of American Tobac- 
co Co., New York, in 1953 reached 
a new high of $1.088 billion, com- 
pared with $1.065 billion in 1952. 
Net income for last year was $41,- 
225,921 against a net in 1952 of 
$34,068,963. Unit sales declined 
slightly but continued to be the 
largest in the industry. 

Commenting on smoking and 
health, in the annual report, Paul 
M. Hahn, president of the company, 
directed attention to the tobacco 
industry research committee or- 
ganized last January and said his 
company “has for years worked at 
and supported scientific research 
of a fundamental nature in tobacco 
and its relation to health, within 
its own laboratory and in inde- 
pendent institutions.” 


FC&B Elects Lesemann V. P. 
Maurice Lesemann, copy super- 

visor in the Los Angeles office of 

Foote, Cone & Belding, has been 
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elected a v.p. He has been with the 
agency and its predecessor, Lord & 
Thomas, since 1935. 


Money Grows 


Down in Florida many people bathe in 
the sunshine on our beaches. 


Many people spend their afternoons at 
the race tracks, their evenings at dog 
tracks. 

Here in Orlando, Fla. we work for a 
living, growing golden oranges and fat 
cattle. 

We too, go to the beaches like other 
people for our holidays. 

But, as a rule, we are workers here in 
Central Florida. And most of us have fat 
incomes and plenty of money to spend— 
not on race horses or bathing beauties— 
but on homes and home furnishings and 
the luxuries of life. 


ORLANDO SENTINEL-STAR 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


what 

has 
television 
done 

for 
newspaper 


reading ? 


- survey shows that TV INCREASES it ! 


sale and direct mail will be used 
for both accounts. 


Peck-Heekin Adds Account 

Peck-Heekin, Cincinnati, has 
been named to handle advertising | 
for Big Four Industries Inc., 
Cincinnati maker of tire changing | 
equipment and accessories. The 
agency also has been named by 
John H. Voelker & Co., Cincin+ | 
nati food broker. 


Marks Boosted to Ad Head 


Gene Marks has been promoted | 
to national advertising manager of ' 


For the fourth year in a row the 
Cunningham & Walsh independent 
“Videotown” survey shows that 
television set owners are spending 
more time with their newspapers 
than ever before! 


It is clear that every medium 
—including TV, the newcomer— 
simply whets people’s appetites 
for the full story. 


In their newspaper they'll find 
the whole story about the fight they 
saw on TV last night . . . about the 
entertainers they watched... the 
debate they saw...or the educational 
program that was so interesting. 


No matter what the source of 
news may be—an angry dictator 
across the sea, an earthquake in 
Mexico, a tennis match in Austra- 
lia, a fire downtown, or a TV pro- 
gram in the living room— it's the 
newspaper that tells it all. 


No wonder people are reading 
their newspapers more! No wonder 
advertisers are finding newspapers 
more productive than ever before! 


Chart is based on information 
drawn from ‘‘Videotown 6’’ sur- 
vey by Cunningham & Walsh, New 


rhis message prepared by Bureau of Advertisi., American News- 


paper Publishers Association, and presented in the interest of 


better understanding of newspapers’ role in selling today, by the 


York, N. Y., nationally known ad- 
verlising agency conducting this sur- 
vey solely for the benefit of its clients. 


YEARLY INCREASE OF TIME SPENT 
READING NEWSPAPERS 


9% OVER 
1950 


1950 195) 1952 1953 


TORONTO DAILY STAR 
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Organizes Retail Division the supervision of Robert Metz, 

Allan Peters-Geoffrey Roberts exec. v.p. Mr. Metz was formerly 
& Morris, New York, has organized art director and advertising man- 
a retail advertising division under ager at Russeks Fifth Avenue. 


Rockford, Illinois is really 
remarkable. 100th City 
in population in the USA, it 
is 31st in per capita income. 
Rockford is the 15th City in 
Total Postal Savings, and 
2nd Largest Machine Tool 
Center in the world. These 
are but a few of the 
reasons why Rockford is 
a superior market for your 
product. For complete 
coverage of Rockford and 
surrounding area adver- 
tise in the Rockford Morn- 
ing Star and Rockford 
Register-Republic. 


131,123 A.B.C. CITY ZONE 
“441,222 A.B.C. RETAIL TRADING ZONE 


 aalninaniies hen, 
‘ 
- . vs 


* 
ROCKFORD Rises ia | 
ROCKFORD MORNING STAR 


BEST TEST CITY IN 
THE MID-WEST 


Rockford Register-Republic 
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LY s | radio programs for these sponsors, 
N LRB Rules Agency Hir es Air ei alent including the hiring and payment 


(Continued from Page 1) 
Advertising Co., also of Puerto 
/Rico. Personnel involved in pro- 
‘ducing and performing radio and 
'tv programs will vote on whether 
they wish to be represented by 
a union, Gremio de Prensa, Radio, 
Theatro y Television de Puerto 
Rico. 

NLRB said the role of employer 
depends on the actual function 
performed by the various parties 
involved in the production and 
presentation of a program. 

In the McCann-Erickson case, 
NLRB served notice of hearing on 
the agency and the following cli- 
ents: California Packing Corp., 
Caribe Motors, Corn Products Re- 
fining Co., Coca-Cola Corp. of 
P. R. Inc., Power Electric Co., R. J. 
Reynolds Tobacco Co. and Esso 
Standard Oil Co. 

Only two of the sponsors testi- 
fied at the hearing and both de- 
nied they were employers of the 
performers. 

“The agency likewise denied 
employer status but testimony 
given on its behalf clearly indi- 
| cates that it alone is the employer,” 
| NLRB said. 
| s “The record shows that the ad- 
| vertising agency hires the talent 


|for programs of its clients, pays | 


the talent with its own checks after 
‘deducting social security, makes 
arrangements for radio time, fre- 


in Decision on Puerto Rican Cases 


| quently prepares the scripts, and 
‘monitors the performance,” NLRB 
said. “The board concludes that the 
'client’s right to give final approval 
lof the selection of talent, of the 
radio station to be used, and of the 
program idea, is necessarily inci- 
dent to its expenditures for radio 
advertising but does not alter the 
agency’s position as the employer.” 

Zerbe-Penn Advertising Co. had 
pointed out that the social security 
office in Puerto Rico ruled that ra- 
dio talent is employed by the spon- 
sor “when an advertising agency 
or the sponsor determines the 
character of the program.” Zerbe- 
Penn had been paying the actors, 
but sent social security deductions 
to its clients for payments. 

“However salutary this ruling 
may be for the purposes of admin- 
istering the Social Security Act,” 
NLRB said, “this board believes 
that for the purposes of adminis- 
tering the Labor-Management Re- 
lations Act, employer status as be- 
tween an advertising agency and 
its clients sponsoring programs 
must be judged by the realities of 
the arrangement existing between 
the parties.” 


= Zerbe-Penn clients included Pet 
Milk Sales Co., Corona Brewing 
Corp. and Compania Ron Oro Na- 
tivo. NLRB said contracts indicate 
that the agency has full responsi- 
bility in arranging and producing 


No matter how you doit... 


Sr 


The New Jersey side of the Delaware Valley is in lusty good 
health! That’s the verdict of advertisers who use the key dailies 
They are buying virtually 


in the two “key” cities here. 
complete coverage of this $7.5 billion market . . 
bargain rate of 57c a line for both papers! But 


were no object, they couldn’t approach this coverage with any 
out-of-state daily or combination of dailies. They 
know that here particularly, ‘all buying and sell- 


ing are local!” 


MARKET FACTS on reques?. Write for official portfolio compiled by 
State government. Most helpful in sales planning. 


POST, Camden, N. J., or TIMES, Trenton, N. J, 


IT PAYS TO CROS 


\N 


. and at the 
even if rates 


Address COURIER- 


The one way to cover 
the EXPANDING SIDE 
of the Delaware Vallzy ... 
the eastern half .....-s 


CAMDEN 


Courier-Post 


TRENTON 


Times 


Represented by 

GEORGE A. McDEVITT CO., INC. 

New York @ Chicago @ Philadelphie 
Pittsburgh © Detroit 


of talent. 

“The fact, therefore, that the cli- 
ents reserve authority to approve 
the arrangements made and the 
type of program used, does not, in 
the opinion of the board, alter the 
employer status of an advertising 
agency which in fact exercises the 
functions characteristic of an em- 
ployer,” the decision said. 

Employes involved in these 
cases included those working on 
programs and spot announcements, 
including actors, actresses, script 
writers, announcers, sound effects 
men, disc jockeys, directors, mas- 
ters of ceremonies, narrators, com- 
mentators, controlmen and record- 
ers. 

The board said that Publicidad 
Badillo, a third agency involved in 
the cases, did not exercise the rule 
of employer in arranging programs 
for Lever Bros. and Quaker 
Oats Co. It also absolved the cli- 
ents of responsibility in this case. 


= “The record made concerning 
the manner in which this agency 
and its clients procure radio ad- 
vertising and the talent incident 
thereto does not establish that 
either the agency or its clients ac- 
tually employ the radio talent 
sought to be represented [by the 
union],” NLRB said. “The testimo- 
ny indicates that the agency itself 
produces no programs but pur- 
chases ‘package’ programs for its 
clients from producers not alleged 
as employers in these proceedings. 
The agency merely monitors the 
programs, occasionally suggests 
personnel without actually hiring 
and pays lump sum checks to the 
actual producers of the program.” 

A fourth case, involving pro- 
grams which Publicidad Astra 
places on WKAO in behalf of Col- 
gate-Palmolive and Gillette Co., 
was held for further hearing. 
NLRB said the record’s not suffi- 
ciently complete to _ indicate 
whether the agency, the station, 
the client or Edmundo R. Alverez, 
an independent producer, func- 
tions as employer. 


# The attorney for the American 
Assn. of Advertising Agencies told 
AA that he has not seen the NLRB 
decision and could not comment on 
the legal aspects of the case. An 
official of the Four A’s, however, 
pointed out that advertising agen- 
‘cies in the U.S. have always main- 
tained that radio and tv perform- 
/ers—even on shows produced by 
agencies—are not their employes 
but those of the sponsor, who pays 
their salary. The position of the 
agencies has been that they merely 
act as an agent in these talent 
transactions. 


U. S. Broadcasters 
Anxious to Try New 


Programming: Hardy 


(Continued from Page 1) 
real discretion, for skill and for a 
highly developed awareness of ba- 
sic human values.” 

Drawing on his experience as a 
parent of five children, he com- 
mented that radio and television 
give children a conscious aware- 
ness of things about them “vastly 
larger and more complex than was 
|our own at corresponding ages... 

“In our home we find that the 
greater the stimulation upon our 
children from non-family sources, 
| the greater is the need for paren- 
|tal guidance, evaluation, discrim- 
}ination and...let’s face it. . .disci- 
| pline.” 


Pro-Fesh Appoints Agency 

-Pro-Fesh, a gun-spray dry clean- 
er marketed by Pro-Fesh Products 
Co., East Orange, N. J., has named 
Lewin, Williams & Saylor, New 
York, to handle advertising. The 
account was formerly handled by 
Fairfax Inc., New York. 
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How Not to Have 
Holes in Your Head 


fe crete 8 nee Hes ae ee The Some: Mien Shas 


Switch to eati-enryme 


IPANA AX i. 


FAMOUS 


TEETH—Bristol-Myers 
changing its approach to Ipana ads with 
testimonials from celebrities. The first ad 
runs in Life, March 22, and features Garry 


to. & 


Moore, whose CBS-TV show also boosts 
Ipana. Doherty, Clifford, Steers & Shen- 
field is the agency. 


Agency Group Plans 
‘Functional Merger’ 
of lis 25 Members 


Los ANGELES, March 9—In what 
is believed to be a new concept 
among agency groups, members of 
the National Federation of Adver- 
tising Agencies, which has just 
completed its first national con- 
vention here, have agreed to set 
up a “functional merger” of their 
25 independent U. S. and Canadian 
agencies. 

According to Nat M. Kolker, 
president, who heads a Phila- 
delphia agency bearing his name, 
the merger will, in effect, create 
a single organization able to pro- 
vide more complete market by 
market promotion for a client than 
heretofore has been possible. 

As planned, relationships be- 
tween agencies cooperating on the 


account of a group member will 
be that of branch office. The move 
was based on general agreement of 
members that effective selling to- | 
day requires close cultivation of| 
markets on a local level. 


Free Re-Fills Sell 
Pens Like Crazy, 
B. B. Co. Reports 


HOLLYwoop, CAL., March 11-— 
The March promotion of B. B. Pen 
Co., backed by a $1,000,000 bud- 
get, in the first week reportedly 
resulted in sales of 35% of the to- 
tal target goal of 5,000,000 pens for 
the month. 

The company is using the Geor- 
gie Jessel show on the ABC-TV 
network Sundays (6:30-7 p.m. 
EST), plus 260 daily newspapers, 
5 Sunday supplements and 9 bus- 
iness papers. 

Basis of the March promotion is 
a free refill with the purchase of 
every Rol-Rite or Rol-Rex pen, 
selling for $1.29 and $1.69 respec- 
tively. The refill, which is given 
with each pen, normally retails at 
49¢. 

The promotion is pegged to the 
first anniversary of George Jessel’s 
appointment as v.p. in charge of 
product promotion for the pen 
company. 

Hilton & Riggio is the agency. 


Bendix Introduces Duomatic 
The Bendix home appliances di- 
vision of Avco Mfg. Corp., Cincin- 
nati, has introduced a new combi- 
nation washer-gas dryer, the Duo- 
matic, which dries and washes in 
one continuous automatic opera- 
tion. Suggested list price is $539.95. 


tl: 

Details Chemicals Marketing 
“Marketing Research in the 
Chemical Industry,” compiled by 
R. S. Aries & Associates, has been 
published by Cheminomics Inc., 


Last Minute News Flashes 


oe a Western Union Will Take Over ‘Operator 25’ 


New York, March 12—Western Union’s Operator 25 service, which 


| supplies names of local dealers of nationally advertised products to 
;| prospective customers by telephone, will be taken over exclusively by | 


the telegraph company within about 90 days. The Distribution Council 


“-s:| of National Advertisers, which developed the service with Western 
~ | Union in 1948, will disband, Fred D. Wahlstrom, council president, said. 


Western Union will expand the service, AA was told, but no specific 
plans have been made for promotion. 


LaRoche Adds Van Raalte and Norelco Accounts 


New York, March 12—C. J. LaRoche & Co. has been named to handle 
the advertising accounts of Van Raalte & Co. (all three divisions) and 
the Norelco division of North American Phillips Co. Van Raalte was 
previously handled by Foote, Cone & Belding, and Norelco by Grey Ad- 


. | vertising Agency. 


“lls | Rindfuss to Y&R, Chicago; Daniels to Burnett 


Cuicaco, March 12—William L. Rindfuss of the New York office of 
Young & Rubicam has been promoted to v.p. in charge of the copy de- 
partment of Y&R’s Chicago office. He replaces Draper Daniels, who 
has resigned to join Leo Burnett Co. on April 1. 


Scufty Shoe Polish Moves to Reingold Co. 


MALDEN, Mass., March 12—K. J. Quinn & Co., manufacturer of Scuffy 
shoe polishes, has appointed Reingold Co., Boston, to handle its adver- 
tising. A national contest campaign will be released shortly, offering a 
trip to Hollywood for four in association with Walt Disney Studios. 
Ingalls-Miniter Co., Boston,-is the previous agency. 


Publicker Subsidiaries May Switch to Ellington 

PHILADELPHIA, March 12—Publicker Industries is expected to an- 
nounce shortly that it is shifting its Kinsey Distilling Co., Old Hickory 
Distilling Corp. and Continental Distilling Corp. (Embassy Club) from 
Carl S. Brown Co. to Ellington & Co., New York. Brown added the 
accounts last August (AA, Aug. 10, ’53). 


New ‘Fashion & Travel’ to Bow on May 15 


NEw York, March 12—Fashion & Travel, a new quarterly, will reach 
newsstands May 15, according to Jack Winter, publisher. The guaran- 
tee will be 50,000 and rates are based on $750 per b&w page. Mr. Winter 
said Mayfair Magazine will be discontinued. Fashion & Travel will be 
pushed via page ads in large-city dailies, radio and-tv spots, and a 
half-hour tv program called “Fashion & Travel Show.” The new 35¢ 
magazine will be located at 480 Lexington Ave., beginning April 1. 


Steele Resigns ‘Bulletin’ Post; Other Late News 


e George Steele, advertising director of the Philadelphia Bulletin since 
1947, has resigned. He will announce his plans later. Richard Slocum, 
general manager of the paper, said no one would be named to replace 
Mr. Steele. 


e Colgate-Palmolive Co., Jersey City, has been granted a temporary 
injunction enjoining a company known as Colgate Laboratories from 
using that name. Using a Jersey City post office box as its address, 
Colgate Laboratories ran an advertisement in the Daily News March 
10 for Stermaian, a cure for psoriasis. There is no connection between 
the two companies. 


e Coronet is offering to convert any four-color page ad in other maga- 
zines to its own page size for $250. It requires bkw Kromekote proofs 
of each of the four-color process plates and one set of progressive 
proofs. The $250 is on top of a $7,300 four-color page cost. 


e Byron H. Collins Jr., formerly with Young & Rubicam and Biow Co., 


New York, has joined Compton Advertising as account executive on 
Tender Leaf tea. 


e General Foods, New York, and Young & Rubicam are running up 
the light bill to decide how to merchandise the elaborate, all-star tele- 
cast to be staged March 28 over CBS and NBC to mark the company’s 
25th year of operation under its present name. The 90-minute show will 
be a Rodgers and Hammerstein cavalcade of excerpts from their hit 
musicals, featuring, wherever possible, original performers from the 
Broadway casts. The tv celebration is expected to cost General Foods 
trom $300,000 to $500,000. 


e Minute Maid Corp., New York, will sponsor the second half hour of 
“Super Circus” (ABC-TV) on alternate weeks starting June 6 when 
Mars takes a summer hiatus. Ted Bates & Co. is the agency for Minute 
Maid. 

e John E. Rhodes, formerly administrative v.p. of Market Research 
Corp., New York, has been appointed exec. v.p. in charge of the produc- 
tion and research departments. He succeeds Stanley Womer, who has 
resigned (AA, March 8). 


Caldwell-Clements 
Settles Its Lawsuit 
Against McGraw-Hill 


tions of federal anti-trust laws. 
Demand for damages was based 
on actual damages amounting to 
$1,800,000 alleged to have been 
sustained by Caldwell-Clements 


270 Park Ave., New York 17. 


NEw York, March 12—Caldwell- 
Clements has dropped its anti- 
trust action—started in December, 
1950—against McGraw-Hill Pub- 
lishing Co., to recover treble dam- 
ages of $5,400,000. 

In the complaint filed nearly 
four years ago (AA, Dec. 11, ’50) 
it was alleged that the defendant 
corporation conspired to monopo- 
lize and dominate the field of trade 
magazine publishing through ac- 
quisition and control of competi- 
tors, division of territorial markets 
and other methods which were al- 
leged to have constituted viola- 


through loss of profits and good 
will, and expenditures and dis- 
bursements made in connection 
with the financing of magazines 
published by the plaintiff. 


s The suit has been discontinued 
by an agreement between the two 
companies for an undisclosed con- 
sideration paid to Caldwell-Clem- 
ents by McGraw-Hill Publishing 
Co., satisfactory to both parties, 
and approved by Judge John C. 
Knox in U. S. district court here. 

Executives at both companies 
refused to comment on the agree- 
ment. 
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‘Misrepresented to Agencies, John Ireland 
Says in $1,756,000 Libel and Slander Suit 


Hottywoop, March 12—Movie 
star John Ireland has filed suit for 
$1,756,000 against Norvin Produc- 
tions Inc., Television Programs of 
America, and Leon Fromkess, for 
abrogation of contract and slander. 

In the suit, Ireland claims that 
the defendants: (a) broke a con- 
tract which called for him to star 
in a television series, “The Adven- 
tures of Ellery Queen,” and (b) 
verbally stated in the presence of 
others that he “was not acceptable 
to advertising agencies or pros- 
pective television sponsors because 
of his disloyalty to the United 
States of America, and did say of 
and concerning the plaintiff [Ire- 
land] words in substance as fol- 
lows, to wit: That John Ireland 
was politically unacceptable to 
Young & Rubicam Inc.” 

The suit alleges that each of the 
persons who heard this statement 
understood them to mean that 
“John Ireland was not acceptable 
to Young & Rubicam Inc. because 
he was or had been a member of 
the Communist Party or had been 
affiliated with organizations... as- 
sociated with, sympathetic to, in 
harmony or in accord with the 
Communist Party...” 


a Mr. Ireland asserts these state- 
ments are false and defamatory, 
and he seeks breach-of-contract 
damages of $256,000. This is based 
on an oral agreement of pay to be 
$1,500 plus additional residual pay- 
ments for each of the 26 films he 
was to do. 

For slander he seeks $1,000,000 
on the grounds that the statements 
made could keep him from obtain- 


ing employment in any phase of 
the entertainment business. 

In support of the suit, two ex- 
hibits are submitted: 

1. A letter from Fromkess, dated 
Jan. 27, in which the actor is told 
to report for work, Feb. 9. 

2. A wire from David Miller, 
attorney for Young & Rubicam, 
which denies that the agency was 
interested in the Ellery Queen 
series, and that therefore nothing 
could have interfered with its sale 
to the agency. The wire adds: “As 
to John Ireland, we have hereto- 
fore used him in programs pro- 
duced by this agency and have 
sought him for others. 

“We regard him as a loyal 
American citizen and would rec- 
ommend him to any client sub- 
ject only to artistic considerations 
relating to casting and dramatic 
suitability for any role or partici- 
pation in programs with which we 
are connected.” 


s The trade is said to have been 
given stories that Ireland was not 
suitable because he was endorsing 
a cigaret sponsor. 
Representatives of the actor say 
that before Ireland’s appearance 
on Walter Winchell’s program last 
Sunday, Mr. Winchell investigated 
him thoroughly and could only find 
that he had signed a Communist 
petition in 1947. This is reported to 
be the first time Ireland knew he 
had done this, his recollection hav- 
ing been that it was a petition to 
allow Marian Anderson to sing in 
Constitution Hall—and in fact he 


signed a paper which was not at- 
tached to any petition. 


Willson Wins 2nd 
Adman Award from 
Cleveland t.f. Club 


CLEVELAND, March 12—R. T. 
Willson, advertising and sales pro- 
motion manager of the Baker- 


'Raulang Co., manufacturer of in- 


dustrial trucks, was again awarded 
the top prize as “industrial adver- 
tising manager of the year’ for 
northeastern Ohio by the t. f. Club 
of Cleveland at its annual dinner 
for advertising managers at the 
Allerton Hotel last night. 

Mr. Willson and his company 
took top honors last year also. This 
was the fourth annual competition 
in which documented stories of 
advertising objectives and results 
were submitted by advertising 
managers and their agencies. 

The prize-winning entry told the 
story of the entrance of Baker- 
Raulang into the gas-powered in- 
dustrial truck field, and the suc- 
cessful way in which the Gas-O- 
Matic was introduced in a highly 
competitive market. Publicity, 
merchandising and _ advertising, 
along with dealer training for ac- 
tivities in a new market, were 
combined to give the product over 
33% of the market represented by 
its range of load capacities in 1953. 

G. M. Basford Co.’s Cleveland 
office handles the Baker-Raulang 
account. Mr. Willson received a 
gold watch and a plaque, and a 
plaque was also awarded to the 
agency. 


= Two honorable mentions in the 
competition went to Dorsey H. 
Rowe, advertising manager of 
Cleveland Worm & Gear Co. (Gris- 
wold-Eshleman Co.), for advertis- 
ing in behalf of its products and 
those of the Farwal Co., an as- 
sociated enterprise which makes 
industrial lubrication systems, and 
to Sydney E. Cowen, advertising 
manager of the Reliance division, 
Eaton Mfg. Co., Massillon, O. (Jay 
H. Maish Co.), for its advertising 
of industrial fastenings. Each of 
them received a plaque. 

Judges in the competition were 


G. D. Crain Jr., publisher of Ap- 
VERTISING AGE and Industrial Mar- 
keting; William C. Sproull, direc- 
tor of advertising, Burroughs 
Corp., and president of the Na- 
tional Industrial Advertisers Assn., 
and Louis B. Seltzer, editor of the 
Cleveland Press. 

The competition was handled by 
H. F. Smurthwaite, Putman Pub- 
lishing Co., as chairman of the 
awards committee. Richard C. 
Burns, Mill & Factory, is president 
of the club, which staged a hu- 
morous skit written by Carr Lig- 
gett, Cleveland agency man, as a 
wind-up feature of the dinner. 


‘Quick’ Suspends Again 

Quick, launched in 1949 and nur- 
tured to a circulation of 1,300,000 
before it was suspended by Cowles 
Magazines, died for the second 
time last week. Triangle Publica- 
tions, which bought the title from 
Cowles, announced its current is- 
sue, dated March 17, is the last of 
Quick. It was the 13th issue put 
out by Walter H. Annenberg’s 
company. The 15¢ adless bi-week- 
ly’s circulation was under 400,000. 


Haire Promotes Faiella 


Pat Faiella has been promoted to 
business manager of Haire Pub- 
lishing Co.’s Cosmetics and Toilet- 
ries, succeeding Dave Margolis, 
who has resigned. Mr. Faiella has 
been advertising salesman for the 
company’s Giftwares Magazine 
since 1951. 


Dyke Named Branch Director 
Ken R. Dyke, v.p. and assistant 
to the president at Young & Rubi- 
cam, New York, has been ap- 
pointed director of branch opera- 
tions in the U. S. He will continue 
his responsibilities as v.p. in charge 
of publicity and public relations. 


Larry Fields Opens PR Firm 


Larry S. Fields has resigned as 
director of public relations at 
William-Lawrence Inc., New York, 
to form L. Stephen Fields Asso- 
ciates, public relations consultant, 

at 730 Fifth Ave., New York 19. 
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On the International Scene... 


British Should Have Television- 
AND Advertising-by Summer of ‘55 


Lonpon, March 9—A British) 
television service with advertising | 
will start in the summer of 1955.) 

This is the government’s plan, 
announced last Friday in a tele-) 
vision bill. The first three stations | 
will be in London, Birmingham 
and the Lancashire area—giving 
commercial tv a 50% coverage of 


“That Fellow Bott” 
HIS ° MARK | 


This is my sign of creative toil to make 
sales boll. Symbolizes distinctive adver- 
tising; signifies conscientious service. 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


the present viewing public. 

The bill provides for an Inde- 
pendent Television Authority to 
be set up as a rival to the adver- 
tising-less British Broadcasting 
Corp. 


= The new public corporation (it’s 
being called ITA already) will 
have considerable power. There is 
no comparison—as some Laborites 
have suggested—with the Federal 
Communications Commission in 


the U. S. 


Britain’s ITA wil) own the tele- 
casting facilities. Like the BBC, it 
will be responsible to the Post- 
master General. It will also be 


‘subject to an annual review by 


Collins, Miller & 
Hutchings 


ae 
ee 
w v 


INC. 


Americas 
F I NEST 


photoengraving 


plant 


CHICAGO 1 


Parliament. 

Facilities will be leased to a 
number of competing program 
companies. These companies, in 
addition to producing the pro- 
grams, will sell time to advertis- 
ers. The ITA will also be allowed 
to put on its own programs. 


= The government’s bill tries to 
meet objections by hedging the 
commercial operation with an 
elaborate system of controls. These 
are some of the provisions: 

1. Programs must be predomi- 
nantly British in tone and style. 
A specific percentage of films— 
yet to be determined—will have to 
be British in origin. 

2. Advertising time will be lim- 
ited so as not to detract from the 
value of programs “as a medium 
of entertainment, instruction and 
information.” 

3. Advertisements will be al- 
lowed only at the beginning or end 
of a program or in natural breaks 
(presumably between acts of a 
play). j 


a 4. Nothing is to be included in 
any program or advertisement 
which suggests or implies that any 
part of any program has been sup- 
plied, suggested or sponsored by 
an advertiser. 

5. Advertising agency men are 
prohibited from being appointed 
to the ITA and from becoming as- 
'sociated with program companies. 

6. Religious and political adver- 
tising are barred. 

7. News programs 

strictly impartial. 
8. Nothing must be shown which 
“offends against good taste or de- 
cency or is likely to encourage or 
|incite to crime or to lead to dis- 
‘order or to be offensive to public 
| feeling.” 


must be 


s To enforce these provisions, the 
ITA will have the right to impose 
a fine of up to $1,400 on a com- 
|pany. It will also have the right 
to call for scripts in advance. 
The new service will operate 
about 35 hours a week, roughly the 
|same as the BBC. At present the 
BBC gives no regular morning 
| service, and it is thought that com- 
|/mercial tv will invade this field. 
The ITA will have an initial 
charter of 10 years. A chairman, 
/deputy chairman and eight other 
board members will be appointed 
by the Postmaster General. It is 
“expected to become completely 
self-supporting as soon as possible, 


You will lose some customers today ! 


Yes, every day some of your 
“‘loyal’’ customers are switch- 
ing to the competition. But then 
you’ re also gaining others from 
the competitive brands. The 
health of your business curve 
depends on the new business 
your advertising brings in. In 
a comprehensive new study — 
“‘Why Sales Come In Curves”’ 
—this flow of customers to your 
product and away from it is 


documented and 


And what’s more important, 


television 


a service of Radio Corporation of America 


about it. ‘‘Why 


ever made by 


New York 20, 
New York. 


explained. 


you are shown what you can do 


Sales Come In 


Curves’’ may well be the most 
important contribution to ad- 
vertising and sales planning 


research. You 


can obtain a copy without ob- 
ligation by writing on your 
letterhead to ‘‘Why Sales Come 
In Curves’’ Room 517, 

NBC Television, 30 
Rockefeller Plaza, 


although financial circles in Lon- 
don are still skeptical about the 
readiness of British advertisers to 
support such an expensive medi- 
um. 

As a start, Parliament is being 
asked to appropriate $5,600,000 for 
capital needs. In addition, the ITA 
will get an annual grant of $2,100,- 
000 from the license fees paid by 
set owners. 


# Earlier last week the govern- 
ment set off a little storm when it 
announced that tv licenses are go- 
ing to be doubled. A radio license 
now costs £1 ($2.80) and a com- 
bined sound and tv license costs 
£2. From June 1, the combined 
radio-tv license wiil cost £3. 

Labor M.P.s objected vigorously 
to the use of license money to sup- 
port the projected commercial sys- 
tem. The House of Commons rang 
with shouts of: “You’re subsidiz- 
ing advertising.” 

Conservative leaders said: “No 
such thing.” They explained that 
the annual grant is designed to 
satisfy those critics who do not 
want to see the new service entire- 
ly dependent on revenue from ad- 
vertising. 


= The increased license fees will 
mean a lot to the BBC. It will be 
able to count on an annual income 
of $56,000,000 by 1957. The extra 
funds will be used to extend tv 
coverage to 97% of the population, 
to develop regional facilities and to 
start v.h.f. sound broadcasting to 
overcome’ growing interference 
from the many radio stations on 
the Continent. 

The Post Office has announced 
that there are now more than 3,- 
000,000 sets in use in Britain. Li- 
censes in force at the end of Jan- 
uary numbered 3,105,644. To re- 
ceive the commercial _ stations, 
these sets will have to be fitted 
with an adaptor costing about $15. 
Manufacturers are all ready with 
these adaptors and with new 
multi-channel sets. Some are on 
sale already. 

The government expects to get 
its television bill through Parlia- 
ment before the summer recess. 
The Labor Party will fight the 
measure every step of the way, but 


| there is no reason to believe that 
‘the Tories cannot meet this time- 
| table. 


Kratt Is $500,000 
Entry in Britain’‘s 
Margarine Derby 


Lonpon, March 9—Kraft Foods 
Ltd. is entering Britain’s marga- 
rine derby with an estimated ad 
budget of $500,000 to be spent 
through J. Walter Thompson Co. 

“M-Day”—the derationing of 
margarine—is set-for May 10, and 
Kraft announced last week that it 
will be at the post with a “pre- 
mium” product marketed under 
the Kraft name. The decision fol- 
lowed conferences here with Kraft 
executives from Chicago. 

The Kraft margarine is expected 
to sell here for 32¢ a pound. It 
will be in direct competition with 
a prewar brand, Stork marga- 
rine, made by Van den Berghs & 
Jurgens Ltd., a member of the 
Unilever combine. 


# Unilever is the giant of Britain’s 
margarine trade. It now makes 
about 75% of the margarine con- 
sumed under rationing. In addi- 
tion to Stork, it will bring out 
another brand—of ordinary qual- 
ity—to sell at about 25¢ a pound. 

Present prices under rationing 
are: butter, 46¢ a pound, marga- 
rine, 21¢ a pound. Once controls 
are off, butter prices are expected 
to soar. 

Next to the detergent battle, the 
Kraft-Lever struggle shapes up as 
the biggest advertising tussle in 
Britain. The prize is the $200,000,- 
000 housewives spend annually on 
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Canadians Defy 
Lung Cancer Talk, 
Smoke 18% More 


TORONTO, March 9—Despite the 
smoke-scare balloon, Canadians 
are smoking more than ever be- 
fore. Canadian smokers inhaled 
21,000,000,000 cigarets last year. 

Last year’s increase is 18% 
over 1952 and a whopping 34% 
over 1951. 

“Smokers aren’t too concerned 
about the [medical] reports,” says 
one Toronto tobacconist. “Most 
think they’re just a crazy notion— 
my sales are definitely higher.” 

The increased smoking shows 
that 2,100 cigarets were smoked 
last year for every adult in the 
country, compared with 1,700 in 
1952. 


= Sales generally are on the up- 
swing this year, despite the scares, 
says J. C. Farr, president of the 
Toronto Retail Tobacconists Assn. 

“Unemployment is hurting us 
more than the scare. Many of the 
jobless have been forced to cut 
down on their consumption. Others 
have switched to cheaper lines,” 

Wholesalers, too, agree the scare 
hasn’t affected sales. However, 
they have noticed a swing to filter 
tip cigarets. “This has been grow- 
ing for years,” one said. “It’s just 
a puffed-up campaign,” another 
quipped. 

Cigar smoking is also on the 
increase. Up 18% in 1953, con- 
sumption rose to 235,600,000 from 
200,200,000. However, cut-tobacco 
consumption dropped 16% to 26,- 
142,000 lbs. from 30,966,000 Ibs. 


CANADIAN TOBACCO MEN 
AUGMENT CANCER FUND 


OTTaAwa, March 9—The Cana- 
dian House of Commons an- 
nounced yesterday that the coun- 
try’s tobacco industry has con- 
tributed $100,000 toward the gov- 
ernment’s study of the relation 
between cancer and smoking. 

The Canadian Cancer Institute 
is conducting the study with fed- 
eral and provincial funds, which 
will be augmented by the industry 
contribution. 

According to Health Minister 
Paul Martin, the research will be 
conducted by the University of 
Toronto and will be coordinated 
with similar projects in the U. S. 
and Britain. 


margarine. Branded margarine has 
not been on sale here for 14 years. 


# Kraft, which manufactures out- 
side London, has been increasingly 
active in recent months. It markets 
a tomato ketchup, salad cream and 
cheese spreads. 

It spent some $420,000 in maga- 
zine and newspaper space in 1953, 
making the company one of Bri- 
tain’s top advertisers. J. Walter 
Thompson Co. handles all Kraft 
accounts. 


F&SER Creates Management 
Board in Cleveland Office 

Three v.p.s of Fuller & Smith 
& Ross have been put in charge of 
a new board of management in the 
Cleveland office. Allen L. Billing- 
sley, president, said the board was 
made necessary by a 62% growth 
in business in the past five years, 
the consequent growth increase in 
personnel and the “expansion of 
services” to offices in New York 
and Chicago. 

Chairman of the new board is 
Edwin L. Andrew, exec. v.p., who 
is also in charge of creative and 
general client service. Other mem- 
bers are John C. Maddox, v.p. re- 
sponsible for general administra- 
tion, and William A. Wright, v.p. 
in charge of business development 
and merchandising. 
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Leading British Advertisers by Products 
(Magazines and Newspapers Only) 


Product 


Expenditure 


Shell gasoline and oil (Mather & Crowther, Colman, 


Prentis & Varley) 


WITTTTTTTT Prete £577,789 


Mars candy products (Young & Rubicam, Masius & Fergus- 


son) 


ee 


Tide (Hedley) (Young & Rubicam) 
Persil (Lever) (J. Walter Thompson) 
Ford cars and tractors (Rumble, Crowther & Nicholas) 


ee) 


Nestle products (C. W. Hobson, Saward Baker & Co., 


C. Vernon & Sons, Dolan, Davis, Whitcombe & Stewart) .. 


C. & A. Modes Ltd. (No agency) 


Esso oil and gasoline (McCann-Erickson) 


401,226 
386,843 
370,752 


eee eee eee eee eee eee eee 


Cadbury candy and cocoa products (Pritchard, Wood & Part- 


ners, London Press Exchange, Colman, Prentis & Varley).. 
Batchelor canned vegetables (Mather & Crowther) 
Kellogg cereals (J. Walter Thompson) 


Surf (Lever) (Lintas Ltd.) 


Regent oil and gasoline (Erwin, Wasey, C. J. Lytle) 
Daz (Hedley) (Lambe & Robinson) 


343,674 
340,150 


eee eens 


Rowntree candy and cocoa (J. Walter Thompson, 


S. T. Garland) 


Rinso (Lever) (Lintas Ltd.) 


eee eee eee ee ewee 


299,263 
274,194 


B. P. oil and gasoline (Anglo-Iranian) (Mather & Crowther, 


S. H. Benson) 
Dunlop tires (C. F. Higham) 


Horlick’s (J. Walter Thompson) .. 
Lewis’s Manchester store (No agency) 
Vaseline hair tonic and shampoo (J. Walter Thompson) .... 


265,821 
249,385 
244,150 
224,035 
218,971 


| 


Quaker Oats (Foote, Cone & Belding, Erwin, Wasey, 


Masius & Fergusson) 


210,706 


ee 


Gillette razors, blades, shaving creams (W. S. Crawford, 


S. H. Benson) 


Hoover electrical appliances (Erwin, Wasey) 


Oxydol (Hedley) (Erwin, Wasey) 


eee ee eee eee we eee 


210,523 
205,627 
200,824 


ee) 


Source: The Statistical Review of Press Advertising. 


‘53 British Newspaper and Magazine 
Advertising Rose to $167,085,086 


Lonpon, March 9—Display ad- 
vertising in British newspapers 
and magazines reached an alltime 
high of £59,673,245 ($167,085,086) 
in 1953. 

This record total—a gain of 
25.5% over 1952—was reported last 
week by the Statistical Review of 
Press Advertising. 

The report covers about 70% of 
the expenditures by advertisers in 
Britain. Excluded are direct mail, 
movie shorts, point of sale, coupon 
promotions and outdoor. 


# British advertising has been 
going up and up. Increased rates, 
more newsprint and less rationing 
have all contributed to the expan- 
sion. In 1944, the total volume was 
only £21,800,000. 

Three product groups—candy, 


automotive and soaps-detergents— 
were largely responsible for the 
advertising gains in 1953. 

Candy was derationed early in 
the year, touching off a spate of 
advertising. The three biggest ad- 
vertisers were Mars, Cadbury and 
Rowntree. Spending by chocolate 
makers totaled £954,323, com- 
pared to £482,730 in 1952, a jump 
of nearly 100%. 

Branded gasoline returned to 
Britain in 1953 and oil companies 
ran big promotions throughout the 
year. Shell was the biggest 
spender. Combined advertising of 
motor oils and gasoline totaled 
£1,967,988 in 1953. 


# British automobile production 
hit a new high in 1953, and the re- 
sult was a record volume of adver- 


NOW, an exciting new art 
service at the lowest price 
ever! For actually less than 
$1.75 a month, you'll receive 
a fresh new Junior Clip Book 
each month. Each an every 
book will include all ori = 
drawings by the best o 
top freelancers. Each book 
will be on a different subject 
—Holidays, Season, Gim- 
micks, etc. Printed on gl 
“Kromekote,” each boo ‘will 
contain eight pages, 5 x 8 
inches for convenient filing. 
Just fill in your name and 
address on the coupon and 
your free copy will be mailed 
you on April Ist. 
First issue Free 

April 1st is the date of the 
first issue—“SUMMER,” in- 
cluding drawings on hot 
weather situations, brides, 
graduates, etc. And it’s yours 


a . 

IMPORTANT! IF YOU AL- 
READY SUBSCRIBE TO OUR | 
REGULAR MONTHLY CLIP | 
BOOK SERVICE do not order | 
this new service. The new Jr. 
Clip Books will be included each | 
month with your regular service | 
at no extra cost! 


NOW! WRITE FOR YOUR 


FREE SAMPLE COPY 


OF THE BRAND NEW 


JUNIOR CLIP BOOKS 


A WONDERFUL NEW READY-TO-USE SERVICE 


$1 75 e. 3 


HARRY VOLK JR. ART STUDIO 
600 CENTRAL BLDG., ATLANTIC CITY 


OK, Volk! Send the first issue of your 
monthly Jr. Clip Book Service as a gift 
in connection with a trial subscription to 
this new service. If the first issue does 
not meet with my approval, I will notify 
you to cancel my trial subscription. Should 
I decide to continue this service, I may 
pay for it at the rate of $5 per quarter. 
In any case, the first issue will be mine 
to keep without cost. 


FREER EEE EEE EEE EEE EEE E TEETH EEE EEE EE EES 
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|OK! Rush My Free Copy 


tising. Expenditures totaled £1,- 
280,995, compared to £792,442 in 
1952. Biggest spender by far was 
Ford Motor Co. 


The soap-detergent war raged 


furiously in 1953. The field was 
dominated by the two giants, 
Unilever Ltd. and Thomas Hedley 
& Co., the British end of Procter & 
Gamble. Hedley spent £438,520 
and £302,846 respectively on two 
detergents, Tide and Daz. Lever 
spent almost exactly the same 
amounts on Persil soap flakes and 
its detergent, Surf. Total advertis- 
ing of household soaps and deter- 
gents skyrocketed to £2,631,374 in 
1953—up 70% over 1952. 

British government advertising 
was off 6% in 1953, amounting to 
£936,048. 

A media breakdown shows that 
the biggest gains were made by 
provincial and suburban weeklies. 
Their revenue from advertising in- 
creased by 46% in 1953. The 
breakdown also shows that the 
nine London morning papers, 
which circulate nationally, get 
28% of all display advertising. 
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Philip Lesly Names Jones 


S. W. Jones, formerly director of 
public relations for the University 
of South Dakota, Vermillion, has 
been named an account executive 
of Philip Lesly Co., Chicago and 
New York public relations consult- 
ant. 


Introduces Air Conditioners 
The new heating and air condi- 
tioning division of Union Asbestos 
& Rubber Co., Chicago, is launch- 
ing a campaign in magazines and 
newspapers to introduce its heat- 
ers and air conditioners. J. J. Gor- 
don Advertising Co. is the agency. 


most any subject. Since “teacher’s” 
or tite for information is insatia- 
, the more you tell her about 
— business or product or philos- 
y, the more certain you are of 
e ultimate favorable attitude in 

10, ‘000 000 homes. 


Forty-four different —_ edited 
publications reac er 900,000 
subscri offer oe TE ° flexibil- 
ity. You can reach any group of 
sta or cover the entire country. 
nd 1" information, write Miss 

Gecesia C. Rawson, Executive Vice- 
President, State Teachers Maga- 
zines, Inc., 307 N. Michigan Ave., 
Chicago . Til. 


State TEACHERS 
Magazines 


Be it ever s0 humble 


| “Home” is one place where 
| soon learns not to even try to ques- 


tion “teacher’s” observations on al- 


SEAGRAM-DISTILLERS CORPORATION, 


(aint Balle 


THE GOLDEN TOUCH OF HOSPITALITY 


Made with Seagram’s Golden Gin... 


| The Golden Wp Martini 
a 
eeeeceece ss unparalleled for 
appetizing dryness 
satin smoothness 
sheer golden pleasure 


DISTILLED DRY 


in 


NEW YORK CITY. 90 PROOF, DISTILLED DRY GIN, DISTILLED FROM AMERICAN GRAIN 
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In February: 11,889 top food stores £ 
across the country featured 
“Meals that Satisfy’... 
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